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4 Where there is Smoke, 


There must be Fire. 


100 LAKE STREET, CH1caco, IIl., 
Star Leacue Pustisuinc Co., March 3, ’o5. 
Indianapolis, Ind. 

Gentlemen : In reference to your inquiry as to the results we have had from our 
advertising in your Star League papers, we will state that our advertising therein 
has been the means of selling more goods than the same expenditure for advertising 
in any other daily papers in the United States. 

Very truly yours, 
THE DRAKE COMPANY, 
Successors to DRAKE FORMULA CO. 


Results from an advertising campaign is certainly indicative of high- 
class mediums; publications that have quality as well as quantity of 
circulation. 

The STAR LEAGUE has a guaranteed daily average circulation 
of over 140,000. 


A TRIAL WILL CONVINCE YOU. 


Eastern Representative—C. J. BILLSON, Trisune Burtpinc, New York. 
Western Representative—JOHN GLASS, Boyce Bui.pinG, CuIcaco. 





The Indiana State Fair Board showed what it 
thinks of The Farm Star by making it the chief adver- 
tising medium for this year’s Indiana State Fair. 

The State Fair number of The Farm Star will 
exceed 75,000 copies. You cannot cover Indiana 
without it. 

Mr. W. F. Dunn, Tribune Building, Chicago, 
will become foreign advertising manager of The Farm 
Star August 20. The new rates—a copy of which 
will be sent on application—are effective September 1. 


THE FARM STAR, 


Star Building, 
INDIANAPOLIS, IND. 
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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit—makes it 


THE BEST BY ANY TEST 
TO REACH FAMILY DOCTORS 


Katharmon Chemical Co. 


sor NORTH MAIN ST., 
ST. LOUIS, MO., U. S. A. 


R Kon Dec. 10th, 1004e 


or. J. J. Lawrence, 
city. 

Dear Doctor - 

We are pleased to say we highly appreciate your journal 
@s a most desirable medium for gaining the attention of the general 
practitioner in all parts of the country. It is thoroughly up to 
Gate, and we are well pleased with results from our advertisements. 

With our best wishes for your contimued’ prosperity, 

Yours very truly, 
KATHARMON CHEMICAL CO. 


eS Prea'te 


THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


are the best witnesses of 
this and tell their own story. 
** Verdict of Advertisers,’’ Sample copy and 
rates for the asking. 
ERNE 
OFFICES: 


9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York. 
Auckland House, Basinghall Avenue, London, E. C., England. 
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VoL, LII. NEW YORK, 


FORTY YEARS AN ADVER- 
TISING AGENT, 
By Mr, George P. Rowell. 
THIRTY-FIRST PAPER. 

I should think it was during 
the closing days of the year 1879, 
that, at the annual banquet of the 
New England Society, I was in- 























troduced by my old friend, Hon. 
Horace Russell, to a man then 
4 Prominent in the leather trade; 
] which at that time and ever since, 

: has been congested in the swamp 

at the foot of Spruce street where 

» my office has so long been situ- 
: ated. This gentleman invited me, 

a day or two later, to dine with 
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him at the rather newly organized 
Hide and Leather Club, occupying 
chambers in the building at the 
northeast corner of Ferry and 
Gold streets. The place was so 
convenient for a luncheon club, 
and the company so congenial, 
that I afterwards sought and was 
accorded a membership; and, fol- 





Gzo. P, Roweti Cuas. H. Isham W. D. Wi son 
Wo. PaLen I, W. ENGLAND J. H. Bates 


lowing invitations from me _ to 
partake of hospitalities there, three 
other men, more or less associat- 
ed with my own line of business, 
eventually became members; and 
we, with six or seven others, 
commonly occupied a table in an 
inner room that would conven- 
iently accommodate a dozen din- 
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ers; and here, from day to day, I 
am confident we ate more hearty 
luncheons than were good for us, 
and lingered, longer than we 
should have done, over cigars, cof- 
fee and other things. 

At the age of forty, and beyond 
that, one hardly expects to form 
friendships that shall have any- 
thing like the permanence and 
sincerity of those made in youth 
or manhood’s early bloom, but 
something pretty near to that was, 
in two or three instances at least, 
a result of the daily meetings at 
the Hide and Leather Club. It is 
out of existence now. It was too 
beautiful to last. William Palen, 
the first president, a man known 
to the leather trade everywhere, 
always sat at the head of the table 
in that little inner room. He was 
then a man of fully sixty years. 
My friend already referred to, 
Mr. Charles H. Isham, had the 
place, one or two seats removed, 
at Palen’s left; opposite him it 
became the usage for the seat to 
be occupied by Isaac W. England, 
then the publisher of the New 
York Sun; at England’s right sat 
my old friend William D. Wilson, 
founder of the Printing Ink Com- 
pany that still bears his name and 
is known to many readers of 
Printers’ INK as the fountain 
head from which the alleged 
Printers Ink Jonson—who sells 
ink everywhere and pays the 
freight, but always insists upon 
fingering the cash before letting 
go of the goods—actually draws 
his supplies. The seat between 
Isham and Palen gradually be- 
came recognized as pre-empted for 
James H. Bates, the advertising 
agent; he, with Wilson, England 
and myself, constituting the out- 
side element of the Club; all the 
rest being in the leather trade; 
if we do not further except Isaac 
H. Bailey, at that time the owner 
and publisher of the Shoe and 
Leather Reporter. I often sat at 
the foot of the table, opposite Mr. 
Palen. Of the vacant seats a 
good portion were likely to be 
filled by guests, although M. H. 
Moody, whose office was with Mr. 
Isham; Mr. Barnes, who took no 
pride in the circumstance that he 
was a brother-in-law of Ex- 
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Mayor A. Oakey Hall; G. B. 
Horton of the firm of Horton 
Brothers, tanners; Mr. Nelson, 
associated with Mr. Palen; and 
Mark and Oliver, of the promi- 
nent firm of Hoyt Brothers; were 
more or less constant in their at- 
tendance. Moody, Nelson, Isham 
and the writer still remain (in 
1905) but all the others have 
passed away. England went first, 
Wilson not much later, Bates not 
till 1902 and Mr. Palen—at the 
ripe age of 86—during the latter 
part of 1904. Of the six members 
who went one day, nearly a 
quarter of a century ago, to 2 
photographer; who stood them up 
like a group of schoolboys, only 
two survive; Mr. Isham and the 
writer; and to a recent proposal 
to draw lots to determine who 
should go next, the elder man 
responded in a manner that in- 
dicated he thought there was a 
screw loose in the Presbyterian- 
ism of the proposition. 

It was at the table of the Hide 
and Leather Club that I saw the 
celebrated Tom Reed, for the first 
time; and it was there that I saw 
General Grant for the last time. 
Reed was a friend of Bailey’s, 
both hailing from Maine. Bailey 
was a wit; but brusque and some- 
times merciless in the use he 
made of his ability to say bright 
things. One day Mr. Palen 
was late and Bailey took his seat, 
but apologized when Palen came 
in. Palen said, with a trace of 
sarcasm, “Physically it is well 
filled.” “Intellectually it never 
has been,” was the laconic re- 
joinder. The year Bailey was 
President of the New England 
Society, President Grant attended, 
and Lieutenant General W._T. 
Sherman was there also. In his 
introductory remarks, as mastc! 
of the ceremonies, Mr. Baile: 
said, “You will notice that we 
have not with us, to-night, any 
member of either house of Con- 
gress. The President is here and 
the General of our armies”’— 
pause—“We had to draw the line 
—somewhere!” Notwithstanding 
the facility with which ‘Bailey 
usually arose to an occasion, it 
was wonderful with what appar- 
ent lack of effort Reed could and 
(Continued on page 6.) 
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‘*The Great Daily of the Great Northwest.” 


Circulation In 
Minneapolis 


Proof that advertisers consider the Minneapolis Journal’s circula- 
tion more valuable than that of any other paper in Minneapolis or 
St. Paul is shown by the following table : 





Daily Records for 73 Years 








JOURNAL nibh ST. PAUL ST. PAUL 


Deit 4 —=* PRESS DISPATCH 
aily an aily and 

PER WEEK = (Sunday, = Sunday = DER WEEK 
COLUMNS OF ADVERTISEMENTS 

8,772  —«8, 180 9,684 

10,367 8,808 10,986 

10,902 9,430 12,056 

11,905 9,388 12,979 

14,119 10,327 14,909 

16,878 11,094 16,274 

17,221 10,962 15,925 

1005, first six 


months.-- 9,472 8,884 5,079 7,905 
Totals, 107,134 99,049 173,168 100,718 


2,892 issues, 2,S92issues 
501 issues ’ 2,501 issues 
SQuiumer “"Hgciudine” “igcindine” RSQ anes 





Every month of 1905 the Journal in six issues a week has carried 
more advertising than any other paper in Minneapolis and St. Paul, 
daily and Sunday combined. 

The Minneapolis Journal carries at all times more pages, more 
columns of reading matter, more columns of local advertising, more 
columns of foreign advertising, more columns of classified advertising 
than any daily paper in the twin cities. 








Special Representatives: 


DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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did cap Bailey’s rather cruel sal- 
lies; and how thoroughly each 
sentence seemed so effective as to 
leave no possible further word to 
be said. 

It was at this table that Judge 
Noah Davis, mentioned, one day, 
a retort made to him by some one 
who was before him, whilc on the 
bench, and to whom he had felt 
obliged ito say, “You are no gen- 
tleman,” to which remark the 
other retorted, with a deprecating 
grimace, “You are no judge!” 

Mr. England was an uncut dia- 
mond. Those who knew him well 
found him gentle as a woman and 
with a heart as full of kindness. 
When he departed this life, and I 
knew that I should see his face 
no more, I realized that never be- 
fore had I been called upon to 
part with one whose association 
and friendship I should miss so 
much. He went trout fishing 
with me once at the Rangeley 
Lakes. There was quite a party 
of us, and I feared, from what I 
then knew of his usual manner, 
that he would not prove an ami- 
able companion among our little 
group: most of whom had been in 
camp together on numerous other 
occasions. We found him the 
quietest and gentlest of the lot; 
and he took me seriously to task 
one day for thoughtless, needless 
cruelty; because I attempted to 
shoot a flying swallow. It would 
seem a difficult feat to perform but 
in truth is not particularly so. I 
missed that one, however, and 
tried no more while my mentor 
was by. He was impressed by the 
quiet of the wood, by the lake 
expanse, the effect of moonlight 
on the forest at evening, by the 
simple noonday repast in some 
secluded nook by the lake side or 
near running water; and said to 
me one day, thoughtfully, “I am 
glad I came. It is a new experi- 
ence to me, and leads to intro- 
spection; and when I go home, I 
think I shall speak less frequently 
with impatience or annoyance to 
the wife and the little ones.” 

Mr. Wilson was a lovable man, 
a warm-hearted Irishman. He al- 
ways stated. things strongly. With 
him men were of two classes. 
Every one he knew was either a 


prince or a dirty dog. The princes 
predominated more than ten to 
one. His strong way of sizing 
things up led a member to cast 
discredit on his veracity one day. 
It was a man who did not know 
him well. Whereupon another 
member asserted that he should 
never call Wilson’s general truth- 
fulness in question, although he 
might be, perhaps, denominated 
an “evangelical prevaricator’— 
seeming to intend a covert refer- 
ence to Wilson’s ever earnest 
advocacy of the tenets of the 
Methodist Church, of which he 
was a sincerely devoted adherent; 
and his ever ready defense of 
which, from even the mildest criti- 
cism, was of a type that was 
pronounced as well as devotional. 
It was a privilege to know Wilson 
in his home. As a host he was 
ideal. In business he would do 
everything possible to be done to 
retain the good will and confi- 
dence of a customer. He was a 
good sportsman, a delightful com- 
panion in camp, on the trail or in 
a boat; an ardent and enthusiastic 
caster of the fly, to lure the wily 
trout or bass. No one had a more 
cheery greeting, a more hearty 
hand-shake, or was more earnest 
and constant in adherence and 
loyalty to friends. It is nearly 
twenty years now, since we buried 
him in the pretty cemetery at 
Roslyn, Long Island, where he 
rests only a few yards away from 
his old neighbor, William Cullen 
Bryant, the poet, so long editor of 
the New York Evening Post, 
which in those days was always 
printed with Wilson’s Ink. 

After Mr. Wilson died it was 
the wish of his widow to go again 
to that Emerald Isle that had been 
the land of their youth, and it was 
largely with a desire to help the 
good lady to accomplish her de- 
sire that I was led to purchase 
a controlling interest in the 
stock of his company, and to 
become, for a time at least, a 
manufacturer of printing inks. I 
never could bring myself to ap- 
prove the long credits and still 
more objectionable methods that 
seemed to prevail in that trade, 
some of which led to giving over 
to the pressman or buyer a con- 
(Continued on page 8.) 
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White Journalism vs. Yellow 











ANIEL E. POWERS, General Manager of The National 
Daily Review, Chicago’s phenomenally successful Dollar- 
a-Year Daily Newspaper for American Women and the 

American Home. 

The event of the year in American newspaper circles is the in- 
stant success of The National Daily Review, Chicago’s dollar- 
a-year daily newspaper for American women and the American 
home. Established less than a year ago, the Daily Review is 
already admittedly a pronounced hit with the American public. Its 
sobriquet of “ The White Daily” has caught the popular fancy, and 
already “ white journalism ” is almost as familiar and fully as palat- 
able to the public as the yellow variety. 

The National Daily Review is a daily review of the world’s 
events, with numerous high-class magazine and editorial features, 
condensed into a four-page sheet and sold to mail subscribers (out- 
side of Chicago) for $1 a year, 75 cents for six months, 50 cents for 
three months. It is leaping into national circulation as one of the 
country’s really clean and dignified publications, having numerous 
subscribers in every State in the Union. 

Daniel E. Powers, general manager of The National Daily 
Review, whose portrait we present herewith, is one of the group of 
brilliant young journalists who made the Des Moines Mews the 
success it now is before embarking in “white journalism” on a 
national scale. 























siderable percentage of the price 
paid for inks; and I determined to 
try an experiment, one time, to 
see whether it were or were not 
actually possible to induce people 
to buy inks and pay promptly for 
them, and judge them by quality 
instead of favor to a salesman, 
or on account of money accom- 
modations furnished by the ink 
manufacturer. It was with this 
object in view that I inaugurated 
the series of advertisements that 
have run in Printers’ INK for the 
last dozen years or more, latterly 
in the trademark name of Print- 
ers Ink Jonson. At first the name 
was William Johnston, he being 
the foreman of my printing office, 
and expected to manage the 
correspondence, receiving a small 
extra compensation therefor. 
After a time it became evident 
that a valuable trademark name 
was being created, upon which its 
creators could have no legal claim, 
and that could be carried over to 
a competing house, under certain 
possible conditions easy to con- 
ceive; and so we changed the 
name, one day, in the advertise- 
ments, and “Printers Ink Jonson” 
became famous as an ink dealer, 
while plain William Johnston re- 
mained foreman of a printing 
office which he now personally 
owns and has called for some 
years, “The Printers’ Ink Press.” 
In the beginning I wrote all the 
Johnston advertisements, and they 
proved to be readable, attracted 
attention, and brought business. 
Whoever would buy must send the 
cash with the order. The seller 
paid the freight. If the goods 
were not found as _ represented 
they could be sent back and the 
seller paid the freight again and 
sent back the whole sum that had 
been paid. It worked very well 
and has tended to revolutionize 
the ink trade. News inks, that 
used to sell all the way from four 
cents to twenty-five, now go at a 
very nearly uniform rate of four 
cents, and of vermilion, that at 
one time was retailed at thirty- 
two dollars an ounce, my succes- 
sors in the ink trade now sell a 
collapsible tube containing four 
ounces for the more moderate 
charge of fifty cents for the pack- 
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age’ and contents, the price includ- 
ing carriage to ‘the point of de- 
livery, whether to Hoboken or 
Hawaii. I gave up writing the 
Johnston ads after a time, and 
since then they have been the 
work of Mr. Daniel F, Barry, the 
present secretary of the W. D. 
Wilson Printing Ink Co., who, 
before he took up the work, had 
not, I think, ever had so much as 
a thought of writing an advertise- 
ment. 

With changes that are inevit- 
able—with the departure of three 
or four of the inner circle by 
death—the Hide and Leather 
Club, after a few years, disinte- 
grated; but I am confident that 
none who sat by that table in the 
inner room, can ever fail to recall, 
with pleasure, many an_ hour 
spent there that might have been 
more profitably devoted to busi- 
ness. I am _ further confident 
that if I had tried to keep up the 
same sort of mid-day luncheons, 
I too should, before this time, 
have been called to an eternal 
rest. The ten cent luncheon at 
Dennett’s restaurant, that includes 
a bowl of milk and seven soda 
crackers, is, I think, much better 
calculated to prolong life, than all 
the luxuries of the season, washed 
down with fluids, no matter how 
delectable. Think of the late 
Roswell P. Flower dying in the 
comparative youth of the fifties, 
of an acute indigestion, and then 
look at Russell Sage, consider his 
daily glass of milk and piece of 
pie, and his hale and hearty age 
of eighty-nine in this year of our 
Lord 1905. It may be a question, 
however, whether it is not more 
blessed to be one person, and be 
dead, than another and live on 
and on indefinitely. 

Before leaving the Hide and 
Leather Club to oblivion, I feel 
impelled to refer again to the man 
who happened to be the means of 
my connection with it, although 
he was neither printer, advertis- 
ing expert, nor dealer in leather. 
I refer to Hon. Horace Russell, 
who introduced me to Charles H 
Isham at a dinner of the New 
England Society and out of which 
all the experiences at the Club 
were an outgrowth. I had known 
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Judge Russell long years before 
and long before he was a 
judge, although he is a much 
younger man than | am, and we 
had even been through that su- 
preme test of an acquaintance— 
we had been a-fishing together. 
In fact it was from talks around 
a camp fire that 1 was first par- 
ticularly impressed, that in the or- 
dinary words of common conver- 
sation, and in a wholly uncon- 
scious manner, he made use of 
more quotable phrases and 
apothegms, that one would think 
of afterwards, than any other man 
I have ever known. He possess- 
ed, he possesses—for he is still 
with us—one other personal 
charm, If there is a handsomer 
man to be seen in New York I 
can truly assert that I am not in 
the habit of meeting him. I was 
once, in Russell’s presence, trying 
to explain to a clergyman, who 
afterwards became a bishop, the 
tiature of the business of an ad- 
vertising agent, and was not suc- 
ceeding very well in convincing 
my hearer that such a calling was 
at all necessary, when the judge 
injected a sentence that seemed to 
dispose of the subject effectually. 
“The man who does his own ad- 
vertising, said the judge, “is of 
the same sort as the one who al- 
ways taps his own boots and cuts 
his own hair.” It may tend to ex- 
plain the breeziness of the ex- 
pression if it be stated that it was 
delivered on a sandy beach of a 
little bay, on the western portion 
of Lake Superior, just at sunset 
one evening, while the audience 
reclined upon their stomachs 
around a miniature camp fire that 
served to discourage mosquitoes, 
no-see-uns and black flies. 
———_+@)—_— 
NOTES. 

“How I Get Business’? is a convinc- 
ing booklet explaining the methods of 
Edward C. Barroll, advertising writer, 
Farmington, Missouri. Mr. Barroll de- 
votes himself almost entire'y to cam- 
paigns for small retailers. 

“Our Way” is a handsome booklet 
about good printing from the Campbell 
Printers, Chicago. A wide range of 
excellent specimens is shown and the 
only improvement that could be sug- 
gested would be better arrangement. 
The main argument might have been 
more prominent, at the beginning of the 
book, with the specimens fol'owing. 
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A. FOLDER from thé Southwestern 
Christian Advocate, New Orleans, gives 
a half-dozen good reasons for using 
this Methodist journal, now thirty- 
eight years old, but fails to give rates, 
he re of issue and other details 
useful to advertisers, 


“Sureps of Life,” a booklet from 
the Natural Food Co., Niagara Falls, 
N. Y., describes and pictures the way 
in which Shredded Wheat products 
are made and a.so shows some of the 
conveniences for employees in that 
company’s factory. It is used as a 
a of follow-up for the Shredded 
Vheat magazine advertising. 


Some sound fundamental arguments 
on the value of advertising are con- 
tained in a booklet from the Times of 
India, Bombay. This newspaper, it is 
said, is the only one in India that con- 
ducts a department for the prepara- 
tion of advertising copy, or goes out 
of its way to give advertisers something 
other than space for their money. 











DISSOLUTION OF COPARTNERSHIP. 

The copartnership heretofore existing be- 
tween George P. sowell, Wm. F. Hamolin and 
Frank W. oar dving business as advertisin 
agents under the firm name of George P. Rowe! 
& Co., at No. 10 Spruce S8t.. New York City, is 
hereby dissolved by the retirement of Mr. Kowell. 
The business will be continued by the said Hamb- 
lin & Tully, under the firm name of Geo. P. 
Rowell & Co., as heretofore. All obligations will 

assumed by the new firm and all collections 
will be made by them. 
W. F. HAMBLIN. 
F. W. 'TULLY. 
GEO. P. ROWELL. 
New York, August 1, 1905, 
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ed in every issue of 
Printers: Ink: :.: ;: 
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A CHARITY ORGANIZATION 
THAT ADVERTISES. 


During the @ phenomenal hot 
weather that was general along the 
Atlantic seaboard, in July, sev- 
eral New York dailies had small 
advertisements appealing for 
funds for the fresh air work of 
the New York Association for 
Improving the Condition of the 
Poor. The copy in these an- 
nouncements was always busi- 
ness-like in its tenor, giving fig- 
ures to show what definite 
amounts of money would do in 
the way of relieving the babies, 

~————_-_- J 


"Give Fresh Air 
To Tenement Women 
and Children 


$1,000 will maintain Sea Breeze one week, 
$500 will give one week’s excursions fog 


2,000. 
$250 will keep 50 sick babies at Sea Breeze 
two weeks. 
$125 — give - agg “ge DdDath—porlde. 
good time to 


$100 will give 20 AF a1 

$50 win prepare 10 motherg fotventrgival 

$10 will g ~ 9 ‘mother -with-threé-cititrag 
one ‘week, 








Sickroom temperature yesterday 1004 
At Sea Breeze, 75% 
Bend checks to Robert Shaw Minturn, Treas-¢105 BAZ20St, 
NEW YORK ASSOCIATION FOR: IMPROVING THE 
CONDITION OF THE POOR 


children and mothers of the tene- 
ments. An element of timeliness 
was introduced by quoting tem- 
peratures in the city and down at 
the ocean-side, while in every case 
the ad of to-day was different 
from that of yesterday, as though 
the association had a good live 
story to tell, with more facts than 
it could find room for. 

This organization is more than 
sixty years old, and is working at 
the tenement problem all the year 
round. The summer station at 
Sea Breeze, on West Coney Isl- 
and, includes, a camp _ open 
throughout the year at which the 
first experiments in this country 
are being made in the salt air 
treatment of children suffering 
from non-pulmonary — tubercular 
diseases. In town the associa- 











tion has a chain of bath houses, 
a corps of tenement visitors, an 
employment agency, wood-yard 
and other equipment for helping 
wage-earners, temporarily trodden 
down by sickness and_ similar 
causes, to get started on the road 
to independence again, 

This summer, for the first time, 
newspaper advertising has_ been 
employed in New York to aid the 
association in obtaining funds to 
carry on its Sea Breeze station. 
Perhaps no other charitable or- 
ganization has gone into publicity 
of this kind with as much thor- 
oughness and regard for the prin- 


WHEN EVERYBODY'S AWAY 


Streets are not deserted, piece 
work and accidents do not cease, 
tenements are not abandoned. 
Town seems more we eed than 
ever, - the only livable spot is 
the stré 

What of the sick, the breaking 
down, and the broken? Fast as 
the death rate — up, it does 
not — ange with the misery 
rate an e sick rate. Think of 
sick babies whose overworked 
mothers must have a fire con: 
stantly in order to earn food 
and shelter. We know such, not 
by tens or hundreds, but by 
thousands. 

' Think of your sending one or 
ten or two hundred to Sea 
Breeze; 25 cents for one day; 
$125 for excursions of 500; one 





ful” babies, children, mother 

and grandmothers will you sen 

some of the country or “ 

shore? A refreshing drop 

temperature. We will gladl tel 

pou for —- your gi 

Spent. New Tork Association 

for Improving the Condition of 

the Poor. obert Shaw _ Min- 

turn, Treasurer, 105 East Twene 

ty-second Street. 
ciples of good advertising. The 
idea originated with Robert Shaw 
Minturn, treasurer of the asso- 
ciation, and William H. Allen, its 
general agent. 

“The object is to put our col- 
lections upon a thorough busi- 
ness basis,” said F. E. Wing, as- 
sistant to Mr. Allen. “The as- 
sociation employs no _ collectors, 
but has a large mailing list of 
people whom it solicits by letters 
and reports. A smaller list of 
1,500 wealthy persons, to whom 
it appeals from time to time, can 
be depended upon to respond with 
funds for any work it may have 
in hand. Newspaper advertising, 
we believe, will not only reach 
a wider clientele, but one that is 
not regularly solicited _for 
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money for charitable purposes. 
The association, we noticed, re- 
ceived every year a good deal of 
newspaper notice of a news na- 
ture, such as items regarding its 
work, magazine articles about 
Sea Breeze and so forth. Most 
of the New York dailies make a 
practice of printing what are 
known as philanthropic notices— 
free appeals for funds. This kind 
of publicity was helpful, but we 
could not make it continuous. A 
reading notice about our work 
might appear to-day in the Times 
or Evening Post and impress a 
certain number of readers enough 


THE NEW YORK ASSOCIATION FOR 


IMPROVING THE 
CONDITION OF THE POOR. 


R. FULTON CUTTING, PRESIDENT. 


Needs $20,000 to carry .on its 
Fresh Air Work. 

Will you help to send women 
and children to the seashore for a 
day, (25 cents each,) a week, ($2.50 
each,) two weeks, ($5 each.) 

The intense heat has caused much 
suffering in the tenements. 

$5,000 is needed for Relief Work. 

Send checks. to ROBERT SHAW. 
‘MINTURN, Treasurer, 105 East 
22nd Street. 


to make them determine to help 
us along. But by to-morrow the 
paper would be mislaid, and our 
address with it. Another notice 
for another organization would 
get the donation, on the principle 
that the money went for charity 
anyway, and that it mattered 
little who got it. 

“Tt was to obtain continuous 
publicity and get results that we 
went into display advertising. 
Three-inch single column ads are 
being used in the Times, Sun, 
Evening Post, Herald, World and 
Staats-Zeitung, and we are also 
in the Outlook, following an ar- 
ticle about our work that was 
printed by this magazine in July. 
The Outlook has brought us ex- 
cellent returns, while the Times 
leads among the newspapers— 
perhaps I shouldn’t say this, for 








all the other papers have brought 
donations freely too; but it is a 
fact that the Times leads for 
some reason. The Evening Post 
is an admirable medium in pro- 
portion to its circulation. 

“Just what percentage of cost 
is represented by the advertising 
we cannot say until the summer 
is over. The ads cost us from 
$10 to $40 each, and we are open 
to the criticism that a good deal 
of money we collect for charitable 
purposes goes into newspaper ad- 
vertising. But it is generally un- 
derstood among _ people who 
make donations that scientific 
charity must be managed like any 
other business, and that the col- 
lection of funds must always bea 
charge. Perhaps newspaper ad- 
vertising brings money at a lower 
cost than paid collectors—as the 
association has none of these, it 
is difficult for us to say. We are 
confident that it brings donations 
as cheaply as correspondence and 
circularizing. Results thus far 
warrant the statement that this 
advertising pays. 

“Our follow-up work is well 
systematized. We do not stop at 
a cold, formal receipt when a 
donation is mailed us, but type-, 
write upon the back of each re- 
ceipt a little note telling what is 
being done at that particular time. 
Here is a copy of the note, going 
out on our receipts to-day: 





Dear S1r—Our tenth ‘‘Stay-Party”’ just left 
the building for Sea Breeze. It includeda 
mother with nine children; another witha little 
incubator baby; a grandmother caring fora lit- 
tle infant that we fear cannot live until it 
reaches Sea Breeze, but which we are sure will 
live if it reaches Sea Breeze ; several convales- 
cents from hospitals; a boy of twelve who is 
playing ‘‘little mother” to a baby brother of 5 
months; several mothers with big families 
either convalescing from surgical operations 
or going to Sea Breeze to be strengthene 
for such ; one hysterical woman who said she 
had not slept for six nights. She seemed con- 
siderably mde when Dr. Williams told her 
that there were a few hundred thousand 
others in the tenements who were in the same 
boat. You will realize how difficult it is to 
decrease our waiting list, now over 3,500, with 
such weather. Although giving Day Excur- 
sions to over 2,000 a week, we have applica- 
tions for over 2,500 whom we have not yet 
been able to invite. 

Very truly yours, 
Wititram A. ALLEN, 
General Agent. 





“Tf the contributor desires it, 
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we send a detailed report of our 
work, and let him know just 
what will be accomplished with 
his money. We also make use of 
a good many little folders, il- 
lustrated with pictures of Sea 
Breeze, and putting our appeal in 
a practical form, showing what 
ten dollars will do, or fifty, or 
five hundred. This year we got 





BUY HAPPINESS. 


Would you like to send happiness, strength, 
courage—new worlds—to one or more tenement 
homes during this Summer’s sweltering heat? 

We wish you might read our morning mail, 
with its applications in behalf of 50 to 100 
sick babies and worn-out mothers, from physi- 
cians, nurses, employers, pastors, friends, 
neighbors, mothers. 

Receive the telephone messages of one 
day which appeal for urgent cases. 

Hear from our 25 visitors why they recom- 
mend a week or more at Sea Breeze. 

See for yourself into how many forms of 
leasure and benefit each gift is quickly trans- 
ormed for 2,000 “Day-Party” guests and 300 

“*Stay-Party” guests each week, 

Will you think of sick babies and children 
whose worn-out mothers must have a fire con- 
stantly in order to earn food and shelter? 

Of your sending one or ten or two hundred 
to Sea Breeze? 


Wit You Bg Ong. 


Of 4 to give $500 each—$2,000? 
Of 8 to give 250 each— 2,000? 
Of 16togive 125 each— 2,000? 
Of  2o0togive 100 each— 2,000? 
Of 4otogive 50each— 2,000? 


Of 80togive 25 each— 2,000? 
Of 200togive 10each— 2,000? 
. Of 400togive 5 each— 2,000? 


Of 1,000 to give 2 each— 2,000? 
Of 2,000 to give 1 each— 2.000? 
Of 3,765 to give $20,000 still needed? 


A friend has offered to duplicate gifts of 
$2.00 or less up to $250.00. 





out a Sea Breeze calendar, show- 
ing pictures and giving figures re- 
garding cost, which has _ been 
pretty widely distributed to hotels 
in New York City, and to summer 
resorts throughout the country, 
especially in New York State and 
New England, to interest guests 
in getting up fairs and concerts 
for our benefit. It has been pro- 
ductive. Another form of ad- 
vertising matter is that given to 
those taken down to Sea Breeze 
upon their departure—folders 
which give the location of the 
recreation piers in New York, and 
urge mothers to take the children 
to them as often as_ possible. 
New York’s recreation piers have 
never been used to their full ca- 
pacity. The location of public 


baths is also given, and emphasis 
laid on the importance of bathing 
babies regularly, as is done at 
Sea Breeze.” 

Last summer there were kept 
at Sea Breeze 3,578 mothers and 
children for the average stay of 
over nine days; 18,300 were taken 
down on single-day excursions, 
and 3,767 families for excursions 
ranging from one to five days. 
This year an average of 275 


TENEMENT OR SEA BREEZE ? 


Did you read the st: bout 
Bree reeze in last. week’ k's 
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or naw MINTURN, Treasurer, 105 East 22d 

Seer will gladly write for whom each gift is spent. 
THE NEW YORK ASSOCIATION FOR IMPROVING THE 

CONDITION OF THE POOR 





mothers and children is kept there 
all the time, while the number 
sent on one-day excursions is 
from 2,000 to 2,500 weekly. The 
permanent camp has sixty child- 
ren suffering from surgical tu- 
berculosis, their stay often ex- 
tending over a term of years. 
These sixty are selected from 
more than 4,000 children in New 
York suffering from tuberculosis 
of the bones and glands. 
Jas. H. -Coiiins. 


—__+o+ 


* 
Lincoln Freie Presse 
GERMAN WEEKLY, 
LINCOLN, NEB. 
Has the largest circulation of any news- 
| ~ apd printed in the German language on 


Circulation 152,062 


RATE 35 CENTS. 
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HOW THE PORTLAND FAIR 
IS ADVERTISED. 


In an address on “Exposition 
Publicity” delivered at the recent 
convention of the Pacific Coast 
Advertising Men’s Association in 
Portland, Oregon, Frank L. 
Merrick, manager of the Port- 
land Exposition General Press 
Bureau, told something of the 
work of advertising the big 
Northwestern fair: 

The methods now employed in ad- 
vertising an Exposition are, in a gen- 
eral way, the same as those used in 
connection with the Columbia Expo- 
sition at Chicago; but there have been 
improvements during the last twelve 
years. Of all agencies, the railroads 
and the newspapers alone can make 
or unmake an Exposition. It is there- 
fore the aim of the publicity man- 
agers to keep the railroads and news- 
papers constantly supplied with ma- 
terial. Booklets and: printed matter do 
their particular good, especiaily litho- 
graph views displayed in prominent 
places. Ten million pieces of printed 
matter have been sent out to advertise 
the Lewis & Clark Exposition. Besides 
these the railroads have issued hand- 
some folders devoted entirely to the 
Western World’s Fair. But in my es- 
timation, whatever eise may be said for 
other forms of exploitation, it is news- 
paper publicity that puts the traveler 
on the train and starts him on_ his 
journey to the Exposition. The Press 
Bureau of the Lewis and Clarke Ex- 
position, having had the benefit of the 
experience of former bureaus, has been 
able to conduct its campaign by the 
most improved methods. It has sup- 
plied nearly 7,000 newspapers. with 
news articles every week since its in- 
ception eight months ago. Lists are so 
arranged that the matter sent out is 
made exclusive to the pubiications in 
their places of publication or territory 
covered, only the newspapers of best 
standing in small cities being included 
in the mailing lists, so that the 7,000 
publications inc:ude nearly every 
reputable newspaper in the United 
States. Two or more papers in a city 
receive matter each week, but the ar- 
ticles are different, and the editor, 
knowing that he has the. exclusive use 
of them in his territory, will be more 
likely to publish them. In addition to 
the large lists, four Sunday syndicates 
are supplied each week with feature 
stories. Two of these syndicates, 
which embrace nearly every newspaper 
that prints an ihestrited Sunday 
supplement, are supplied with photo- 
graphs. Magazines and other such 
publications are supplied with exclusive 
articles, and matter adapted for their 
use are sent to lists emvracing agri- 
culture and horticulture papers, musi- 
cal publications, the medical press, the 
religious press and others. Technical 
articles are also written for the trade 
and scientific press. Besides the large 
number of photographs sent out, cuts 





are supplied for the use of papers not 
desiring to make their own engravings. 
Plate and ready print houses are al- 
ways well supplied with material. The 
character of the matter sent out is 
always of a high standard. Although 
it is aimed to idealize the Exposition 
there is no exaggeration. Presuming 
that the Eastern person might not de- 
sire to take the trans-continental trip 
just to see the Exposition, articles tell- 
ing of the wonders to be found west of 
the Rockies were liberally sent out. 
One of the purposes of the Exposition 
being to induce immigration, articles 
were prepared on wheat raising, apple 
culture, scenery, climate, hop growing, 
and in fact everything about the Pa- 
cific Northwest that can be offered as 
an inducement to settlers. In nearly 
all of the articles the city of Port- 
land has figured prominently, and if 
the gates of the Exposition had never 
opened, the city would have received 
full value in advertising for the money 
expended in the Fair. Port'and has an 
established place on the map of the 
world now, whereas it hadn’t before. 
Another effective method of Exposition 
— is the stereopticon lectures. 
iews of the Exposition and the coun- 
try, accompanied by descriptive lec- 
tures, are furnished to competent lec- 
turers in different parts of the country. 
Popularity voting contests, conducted 
by newspapers, with a free trip to the 
Fair offered as a prize, have proved 
to be effective mediums. Reports from 
St. Louis show what a _ benefit the 
Louisiana Purchase Exposition was to 
that city. Business is better than it 
was before the Fair. Rents are just as 
high. New buildings are going up. 
Advertising agents say that the fair 
was an educator for those who did not 
previously advertise. Many who never 
before advertised are using newspaper 
space, while others have increased their 
space. The same is predicted for 
Portland, only on a larger scale. 
en 


AN ILLEGAL FORM OF ADVER- 
TISING. 


A common form of trademark graft 
is that of deceptively employing the 
phrase “late with” or “successor to.’’ 
A case of this kind was before Judge 
Lacombe in the United States Circuit 
Court recently. 

manufacturer in Paris and the 
United States of perfumery and toilet 
preparations had adopted, in 1844, a 
trademark which has become widely 
known. One who had been in the 
employ of this manufacturer, began, in 
this citv, to manufacture and_ sell 
to:‘let preparations. On his labels and 
boxes he arranged his devices and in- 
scriptions in such a manner as to 
make them almost __ indistinguishable 
from those of the original firm. The 
name of the old firm was displayed in 
conspicuous letters, while in minute 
characters over it were the imitator’s 
own name and the inscription “late 
with.” a Lacombe decided that it 
was a clear case of trying to palm off 
goods as those of the old-established 
firm, and issued an injunction.—New 
York Evening Post. 
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A Roll of Honor 


(THIRD YEAR.) 


Neo amount of money can buy a piace in this list for a paper uot having the 
requisite qualification. 


Advertisements under this caption are accepted from publishers who. accord- 
ing to the 1%5 issue of Rowell’s American Newspaper Directory, nave suomitted for 
that edition of the Directory a duly signed and dated. 
also from publishers who for some reason failed to obtain a figure rating in the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement. such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures {n the ROLL oF Honor of the last named character are marked with an (>). 








These are generally regarded the publishers who believe that an advertiser has a right 
to know what tie pays his hard casn for. 





2" Announcements under this classification, if entitled as above. cost W cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $20.80 for 
a full year, lv per cent discount if paid wholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail, properly signed and dated, covering the additional period, 
in accordance with the rules of the American ee Directors. 


ALABAMA. elec Rosteg bon, Dey rerergses 
Athens. Limestone Democrat. weekly. R. H. - iprilcire., as 

Walker, pub. Actual aver. first 5 mos. 195, 1,082. by Aen a diva returne deducted, 8,869. 

Norwich. Bulletin, a. Average for 1903, 


ARIZONA. — 4.988; for 194, 5,850; now, 6,188. P 
b . Republican. Daily average 904, aan 2 
6.889. Chus- T: Logan Special Agency, ¥. ¥. Pat ry one yg Mey par ‘£% 
ARKANSAS. DELAWARE. 


Fort Smith, Times, daily. In 1903 no issue| ww 
ilmington, Every Even: Ave’ ° 
November and December, 1905, Br64b. "* | anteed exreulation fur 1904, “= 
Wilmington. outa home. Only morni 
. a P paper in State. Three mos. end. Dec., 1904, 10,074. 
reano. Evening Democra! Pt ate pril, 
6,195. Williams & Lawrence, N. Y.&Chicago.| DISTRICT OF COLUMBIA. 


ome Washington. Eveni Star, daily and Sun- 
Mountain View. Signs of the Times. Actuai ng . Se See oun 
cae 1 1908 27,105, day. Daily average for 1904. 85,502 (O©). 
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els. Actual daily average for year ng Atlanta. Journal, dy. Av. 1904, 
1905, 62,278; Sunday, $3,256. 1905, 46,544, Sy. 16.820. Scunt stent ines.oeg: 
San Jose. Morning Mercury and Evening| Atlanta.News Actual daily average 1904, 
Herald. Average 1904, 10,573. os -280. S.C. Beckwith. Sp with. Sp Ag.,N. Y. & Chi. 
ei ibe Atlanta, The Southern Ruralist. Sworn aver- 
ae <oce. | Down ant Comey a oe age first six months 1905, 82.888 copies monthly. 
May, June and July, 1905, 20,000. Auguata, Chronicle. Only mornin eae 
COLORADO. 1904 average. daily 5.66 1: Sunday 7,4 
Denver. Clay’s Review ; weekly ; Perry A. Clay. Romviie, Herald. Arerage for March, April 
Actual average for 1904, 10,926. 4 and May, 1,87. Richest county in So. Georgia. 
denver: Post, daily. Post Printing and Pub- IDAHO. 
shing Co. Average for 1904, 44.5 verage : 
for June. 195, 40,085. Gain, 1,478. an nen ve ogg A Bowe. ry fie ave! to ‘ 
&@™ The absolute correctness ofthe latest Actual circulation Ma Hy a 1905, 4,8 
circulation rating accorded ILLINOIS. 


the Denver Post is guaran- 
MPvs_y 1224 by the publishers of the ete Ae 
ort American Newspaper Direct: | chelate ——, thie 
fateh «= Ory, who will pay one hun- | 0 Sore. Sale aoly & junday average 
dred dollars to the first per- ‘gos 1,945, April, 1306, 8,820, 
son who successfully contro- | Cairo. Citizen. Daily Average 1904, 1,196, 





verts its accuracy. pow 1.18%. 
Champaign. News. First 3 mos. 1906.no 
CONNECTICUT. of daily less than 2,800; weekly, 8.800.” 
Meriden, Journal, evening. Actual arerage a 
Chiengo, Bakers’ Helper, monthly ($2.00). 
for 1904,%,649. Bakers’ Helper Co. ‘Average ‘or 1904, tiewoe 


Meriden. Morning Record and Republican. ~ 
. “BD Chieage. Farmers’ Voice and National Rural. 
daily average for 1904, 7.559. Actual average, 1904, 25,052, 


New Haven, Evening Register, dail ctual 
av. for 1904, 18,6183 Sunday, 11,107. died Chicago. Gregg Writer. monthly. Shorthand 
pith creme and Typewriting. Actual arerage 1904, 18,750. 
New London. Day, ev’g. Aver. 1904. 5.8 ——— 
First 3 mos, 1905, 6,055, E. Katz, Spec. vr Chieago. Inland Vrinter. Actual average cir- 
Agt., N.Y. | culation for 194, 18,812 (© ©). 
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| GUARANTEED 





In the State of Illinois are four newspapers 
which possess the Guarantee Star, which sig- 
nifies that the publishers of Rowell’s American 
Newspaper Directory will pay one hundred 
dollars forfeit in each case to the first per- 
son who successfully controverts the accuracy 
of their circulation statements, as given in 
the 1905 issue of the Directory. The papers 
so distinguished are the Chicago Daily 
News, the Chicago Record - Herald, the 
Decatur Daily Review and the Peoria Star. 
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Ohieago, Record-Herald. Average 1904, daily 
145.761, Sunday 199.400. Averuge first four 
mos. 1905, daily 148,928, Sunday 208,501. 
¢@ The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Kewanee, Star-Courier. Av. for 1904, daily 
8,290, wy, 1.278. Daily, ist 4 mos.’05, 8,802. 


Peorla, Evening Journal, daily and Sunday. 
Sworn daily average for 1904, "18,525. 


Peoria, Star, evenings ana Sunday morning. 
Actual average for 1904, d‘y 21.528, S’y 9,957. 


INDIANA. 
Evanaville. | Comer, vod and 8. CourierCo., 
pub. Act. av. Sworn av.’vs. 12.- 
B84. Smi ‘thee Thompoon im, Sp. Rep.N. ¥.& Ch 
Indianapolia. Star. Arer net sales 1904 (all 
returns and unsold copies deducted), 3%,274. 


Marion. Leader, daily. W.B. Westlake, pub. 
Actual average for year 1904, 5.685. 

Muncle, Star. Average net sales 1904 (all re- 
turns and unsold copies deducted), 28,781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 194, 28,815 
Rieh d, Sun-T Sworn av. 1904, dy. 
8,761. 
South Bend. Tribune. Sworn daily average 
1904, 6,589. Sworn aver. for June, 05, 7,851. 


Terre Haute. Star. ir. net sales 1904 (all 
returns and unsold copies deducted), 21.288. 


INDIAN TERRITORY. 
Ardmore. Ardmoreite, daily and weekly. 
Average for 1904, dy.. 2,068: wy.. 8.291. 


IOWA. 


Davenport. Democrat and Leader. Largest 
guar. city circu'’n. Sworn aver. June, 1905, 7,482. 


Davenport. Times. Daily aver. 1904, 9.895. 
a ea June, 196,190,570. Cir.guar. rage 
than all other Davenport daiiies combiu 


Des Moines. Capital, aaily. Lafayette Tone. 

ublisher. Actual average suld 194, 86,388. 
Frese circulation over 89.0040, 

City circulation guaranteed largest in Des 
Moines. Carries more department store adver- 
tising than all other papers combined. Carries 
more advertising in six issues a week thanany 
competitor in seven. 


Des Moines. Wallace s Farmer, wy. Est. 1879. 
Actual average for 1904, 86.311. 


Keokuk, Ga‘e City, ty, Daily av. 1904, 8,145; 
daily six months, 1905, 8.298. 


Murneatine. Journal. Daily av 1904, 5.240. 
tri-weeily $,089, daily, Mar March. 1905, 5,452. 


Ottumwa. Courier. er. Daily average for first 
4 mos, 1905, 5,484, Tri-weekly average for first 4 
mos. 1905, 8,028. 


a... on Journal, daily. Average for 1904, 

nee 1.284. Av. Jor June 195, 4.27% 
Rateat news andm wey ote and local ad- 
vertising. Read in wo per cent oft homes in city. 


Sioux Olty. Tribune. bune. Evening. Net sworn 
daily, average 1904, 20,678: May, 1905, 24,295. 
enue. y ins st circulation and advertis- 
tronage. pete ce cee ad of Sivux City’s 

ing public vesse 
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KANSAS. 


Topeka, Western School Journal, educational 
monthly. Average for 1904, 7,308. 
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KENTUCKY. 
Harrodsburg, Democrat. Best wy.; best sec. 
Ky.; best results to adv. Proven av. cir. 8,582. 
Padueah, Journal of Labor, official o; 
Internatio Union Seiperiense, Joiners and 
core of America and Central Labor Unions, 
aducah, Ky., and Cairo, Li. 
Padueah. News-Democrat. Daily os av. 1903, 
2.904. Yearending Dec. 31, 1904, 8,00 


Padueah, The Sun. Avera ‘or April, 1905 
8,626. on 


LOUISIANA. 
New Orleans, Item, official journal of the 
city. Av. cir. jirst six months 1905, 22,280. 


New Orleans. The Southern Buck, official 
organof Elkdom in La. and Miss. Av. 104, 4,815. 


MAINE. 

Augusta. Comfort, mo. H. Gannett, pub. 
Actual average Jor 1904, 1, 2us,ear 

Banger. Commercial. Average for 1904, dail 
8,991, weekly 28,887. I ’ 

Dover. Piscataquis Observer. Actual weekly 
average 1904, 1,918. 

Lewiston. Evening Journal, daily. Aver. for 
1904, 7,524 (@@), weekly 17,430 (@©). 

PB ee Woods and Woodsman sweekly. 

. W. Brackett Co. Average for 1904, 8,180. 

" ae Evening Expres ress. Average for 1904, 
daily 12,166. Sun ‘elegram, 8,476, 


MARYLAND. 


Baltimore. News, daily. Even- 
ing News Publishing Company. 
Average 194, 58,784. For 
June, 1905, 59, 

he absolut 





Newspaper who will pay one hundred 
dollars to the vy oy who successfully con 
troverts its accuracy. 


MASSACHUSETTS. 
Boston. Traveler, Est. 1824. Actua! daily av. 
1902, 78.852. In 1903,%6.666. For 1904, aver- 
age daily circulation, 81,085 es. 
keps.: Smith & Thompaon. N.Y. and Chicago. 


Boston. Evening Transcript(@@y412). Boston’s 
tea table paper. Largest amount of week day adv. 


Boston. Peng 2 Aver. Pa. 1905, daily, 19%. 
OTS. pene 805.388. “Largest Circulation 
Daily of any two cent paper in the United States. 
100.000 more circulation than auy other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editions for one price. 
52 The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


Boston, Post Average for 1908, daily. 17%,- 
— for’ 1904, 211 221. ston Sunda bi 
erage Jor 1903, 160,421: for 1904, 177.664, 
Largest: daily ci: tion for 1904 in all “ie 
England, whether morning or evening, or morn- 
ng and” evening editions combine Second 
as ate, 0 gagged my my England. 
Datly rate. cents per agate “er t, run-o; 
Sunday rate. 18 cents per _ y 
vdrertising propositions in ‘Nao 2 Ghee 


Fall River. Pers La cir’n. Daily av. 64, 
6,958:(%) Robt. Tomes, Rep., 1/6 Nassau St.. N.Y. 

Springfield. Good Renestoosing, mo. <Aver- 
age jirst 5 mos. 1905, 208.420. No issue iess 
than 200,000, All advertisements guazanteed. 


Woreester. Evening Post, ony. Worcester 
Post Co. Arerage Sor 1904. 13 1904. 12,617, 


W oreester, Opinion Pu Pui daily ( ) 
Patd average for 1904, 4,782. med ro 
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MICHIGAN. 
Grand Rapids. Kvening Press dy. Average 
1904, 44,807. Average é mos. 1905, 46,087. 


Grand KRapida, Herald. Average daily issue 
last six months of 1904, 28,661. Only morning 
and only Sunda mi gaper en its field, Grand Rapids 

e 


(pop, 100,000) ai stern estern Michigan ( pop. 750,000), 
Jackson, Press and Patriot. Actual fates av- 
erage for 1904, 6,605. Av. June, 1905, 7,26 


Kalamazoo. Evening Telegraph. Pa six 
mos, 1904, dy. 9,812. Dec. 10,086, 8.-w. 9,511. 


Kalamazoo, Gazette, d’y. Yr. end’g May, ’05. 
10,808; May, 11,087. "Largest cire’ n by 4.600. 


Saginaw. Courier-Herald, daily, pening. 
ys 1904, 10,288; June, 1905, 12,749. 


aginaw, Evening News, dolly. Average for 
wee 14,816. June, 1905, 17,8 


Sault Ste. Marie. Evening News. daily. el 
erage, 1904,4,212, Only daily in the two Soo: 


MINNESOTA. 
Sinnoapotie Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest Minneapolis daily. 1904, 
daly av rage, oy Fe last quarter of 
1904 was 9 " wagy E ‘ow -4 71,221. eat 4 
average or ot 1905, was 
net: Sunday, 78.828. 


CIRCULAT’N The Evening Tribune is guar- 
anteed to have a larger circula- 
= than any other- ae 
red gt anda ng e 

The delivery of 
the ‘daily Sribune ti in Minneap- 
olisis many thousands greater 
than Sar of any other news- 
pa city circulation 

by Am. News- migae exomae 40,000 datly. The 

paper Diree- Tribune is the recognized 

tory. pd. Ad paper of Minne- 
apolis. 


Minneapolts. Journal, daily. Journal Print- 
ing Co. aver. for 1903, 57.0 93 1904. 64.888 - 
first 6 mos, 1905, 67.849; June, 1905, 67,075, 

The absolute accuracy of the 
Journal’s circulation ratings is 
guarantess > the American News- 
paper Directory. It reaches a 
ri number of the purchasing 
classes and goes into more homes 
than any paper in its jield. It 
brings resul 


Minneapolis. Svenska Amerikanska Posten 
Swan J, Turnblad, pub. 1904,52,068. 


weingonnelie. Farmers’ Tribune, twice.a-week. 
J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and cane, semi- 
monthly. Actual average 1904,79.750. Actuui 
eterge ne aie pene 1905, 86,295. 

The absolute accuracy of Farm 
Stock & Home’s gy = rating 
is guaranteed by ti American 
pee nl Directo Cicada i 
practically confined to ‘armers 
of Minnesota, the Dakotas. re 

isconsin and Northern Iowa. 
it to reach section most ‘profitably. 


3. Pasi. Wig oye dy. Aver. 1904,58.086. 
Jan 69.501. ST. PAUL’S LEAD- 
cA va N. WSPAPER. W’y aver. 1904, 78,951. 


&t. Paul. The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Cir tion for year endirg 
Dec., 1904, 88,487. 


St. Paul, Volkezeitung. Actual average /: 
dy, 12,688, Woy. 2%. 687" Sonntageblatt 28,640. 
MISSISSIPPI. 
Hattiesburg, Progress, ev’g. Av. d’ wenn r 
end’g Jan., 1905, 2,175. Pop. 14,000, and growing 
MISSOURI. 
Clinton, Republican. W’y av. last 6 mos, 1904, 
8,840. D’y. est. Apr.,’04; av. last 6 mos.’04, 800, 
Kaneas Clty, Journal, d'y ard w’y. Average 
for 1904, datly 64,114, weekl week: y 199,890. 


St. Jone pa News and Press. Cire. /st 3mos. 
1905, 85, Smith & Thompson, East. Rep. 
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St. Louis, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). LK astern office, 59 Maiden Lane. 


St. Louis, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588; average for 
1903, 106,625; average for’ 1904, 104,750. 

NEBRASKA. 
Lineoln, Daily Star, evening 
and Sunday morning. Actual 
Avalaw daily average for 1904,15,289. 
te ED For March, 1905, 16,862. Only 
Nebraska paper that has the 
Guarantee Star. 

Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average year ending January, 1905, 146,867. 

Lineoln, Freie Press, weekly. 7 eae 
for year ending January, 1905, 149.2 

Lincoln. Journal and News. Daily average 
1904, 26,888; February, 1905, averaye, 28,055. 

We reach Western business men. Do Fhe want 
to? OMAHA COMMERCIAL, Omaha, N 


Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1904, 81,628. 


NEW HAMPSHIRE. 
Nashua, Telegraph, dy. and wy. pte aver. 
for 6 mos. ending April 30th, ’05, 8,28 
NEW JERSEY. 
Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 31, 1904, 8,687, 
Jeraey City. Evening Journal. Arerage for 
1904,21,106. First 6 mos. 1905, 22,555. 
Newark. Evening News. Evening News Pub, 
Co. Av. for April, 1905,61,544. 


NEW YORK. 


Albany, Evening Journal, Daily average for 
1904, 18,288. It’s the leading paper. 
Albany. Times-Union, every evening. Est. 1856. 
Av, for’v4,80,487; Jan. Feb.,fMar.,’5,88,594, 
Batavia, News, evening. Average 1903, 
6.487. Average 1904, 6,757. 
Binghamton, Evening Herald, daily. Herald 
Co. <Aver.for year end. June, 1905, 12,289 (3) 
Buffalo, Courier, morn. A morn, Av. 1904, Sunda - 
882; daily 50,940; Enquirer, even., 82, 
Buffalo. Evening News. Daily average 1904, 
88,457 ; ‘st six months, 1905, —— 81. 
Catakill. Recorder, Mee Hall, edi- 
7 = yr. endg. Muy, ’05, ert | dey, e 782, 
Leader, evening. Average, 1904, 
6. os. "Firs ‘st quarter 1905, 6.428, . ? 
Cortland, Democrat, fridays. Est. 1840. Aver. 
1904, 2,296. Only . paper in county. 
Glens Falla. ey Star. Average cir 
tion, 1904, dail y 2.29 . ied 
Mount Vernon. = Argus. Average 1904, 
2,918. Westchester Comniete leading paper. 2 
PP ans » News. daily. Av. for 1904, 4.722, 
000 more than all other Newb'gh ‘paperscombined. 


New York City. 
an es ae Actual weekly 
average for 52 issues, 1904 1 ¢ 
Military paper awarded * Gold ‘Marke? — 








Baker’s Review. monthly. W. k. Gregory Co, 
publishers. Actual average for 1904, 4° DOU. ‘ie 


Benziger’s magazine, family month! Ben- 
ziger Brothers, Arerage for 1904,87,0 ed 
ent circulation, 50,000. 


Clipper, weekly (Theatrical), Frank : 
Pub. Co., Ltd. Aver. for 1904, 25,662 (© — 


El Comercio, mo. Spanish export. J. “a 
-— ee & 1904, 2,292 vl 
aelic American erag 
1904, 8,189; 23 weeks in 1905, 281 pasion — 
pote Bilao 


Haberdasher, mo. est. 1881. Act 
1904, 7.000. Binders’ vit wat Post Ohtoe 
receipts distributed monthly to advertisers. 
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Hardware Dealers’ Magazine, monthly. 
In 1904, average issue, 17.500 (© ©). 
D. T. MALLETT, Pub., 2453 Broadway. 


Leslie’s Weekly. Actual aver. year ont. a 
1904, 69,077. Pres. av. over 85.000 week: 


Leslie’s Monthly saan, New York. <w 
circulation for 1904, 2438,¢ 
nt average circulation 300,169. 


Printers’ Ink, a journal 
for advertisers, published | . 
every Wednesday. Es-|_ 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,< 
769 copies. 


Music Trade Review, music trade and art week- 
ly. Average Sor 1904, 5.509. 

The People’s Home Journal, 525.166 monthly. 
Good Literature, 452.288 monthly, average cir- 
culations for 1904—all to as eoaananes sub- 
scribers. F.M. Lupton, publisher. 

Pocket List of Railroad Daictals. Zar’ Railr’d 
&Transp. Av. 1903, 17.992; 1904, 1 

The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1904, 11,085. 

The World. Actual arer. for 1904, Morn., 802,- 
885, Evening, 879.785. Sunday, 488,484. 

Rocheater. Case and Comment, mo. Law. Av. 
for 1904, 30.000 ; 6 years’ average, 80.108, 

Seheneetady, Gazette. daily. A. N. Liecty. 
Aotual average for 1903, 11, 623. 1904, 12.574. 

Syracuse, Evening Heraid. daily. Herald Co. 
pub. Aver, 1904, daily 85.648, Sunday 89,161. 

Utiea. National Electrical Contractor, mo 
Average for 1904, 2.625. 

Utiea. Press. daily. otto A. Meyer, publisher. 
Average for 1904, 14,879. 


NORTH CAROLINA. 
Charlotte. Observer. North Carolina's fore- 
newspaper. Actual daily aver. 1904, 6,148, 
Sunday, 8,408, r... ni-weekly, 4,496. 
Raleigh. Biblical Recorder. weekly. Average 
1903,8.872.. Average 1904, 9.756. 


NORTH DAKOTA. 


Grand Forks, wow Cire. May,’05, 6,270. 
Examination by A.A ae 05. Biggest Daily 
in North Dakota. LaCoste & Maxwell, N. Y. Rep. 


OHIO. 


Akron, Beacon Journal. Average year ending 
April, 1905, 10,215, N. ¥..é N. Y.. 523 Temple Court. 


Ashtabnia, Amerikan Sanomat. Finnish. 
Actual average for 1904, 10,936. 
Cleveland, Plain Dealer. Est. Actual 


daily average 1904, 79,460: ee 68.198. 


June, 1905, 87,1 40 daily; Sunday, 74.799. 


Dayton, Herald, evening. ore. 190k, 18.280. 
Largest in Dayton, paid at full rates. 
Youngstown, atte, D’y av.’04,12,020. 
LaCoste & Maxwell, N.Y. & Chicago. 
Ranesville. Signal, daily, reaches 8. E. Ohio. 
‘antees 5,000. Average for 1904, 5,170, 


cummin Times-Recorder. Sworn av. ist 2 
mos, 1905.10.855. Guar’d double nearest com- 
petitor and 50% in excess combined competitors. 
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OKLAHOMA. 


Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, $8,898. 


OREGON. 
Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,271 


Portland. Oregon pe poone. ashen 
age for June, 1905, 28,00 


PENNSYLVANIA. 
Bi ae os Times, ev’g dy. Average 194, 7.929. 
. Y. office, 220 Bway. F kk. Northrup, Mgr. 


Harrisburg, Telegraph. Dy. sworn av., year 
end’g June, 12,060; June, 12,786. Best in H’b'g. 


The Philadelphia 
BULLETINS 
Circulation. 





AN 
TEED 


The following statement shows the actual cir- 
culation of THE BULLETIN for eaci day in the 
month of June, 1905: 


+218, oe 








Total for 26 days, 5,724,642 copies. 
NET AVEKAGE FOR JUNE, 


220,178 copies per day 


The BULLETIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
are t McLEAaN, Publisher. 
Punseueet. aly 1905. 
me Philadelphia AF everybody reads the 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


JUNE CIRCULATION 
The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in themonth of June, 1 








Total for 26 days 4.334,478 copies. 
NET AVERAGE FOR JUNE, 


166,710 copies per day 


BARCLAY 8. WARBURTON, President. 
ELPHIA, July 6, 
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Philadelphia, Confectioners’ Journal, my. 
Av. 1904, 5,004; av, ist 6 mos. 1905, 5,420 (OO). 


Philadel phia, German Daily Gazette. ver- 
circulation 1904, daily 49.088, Sunday 87.898. 
Sworn statement. Cir. books upen. 


Philadelphia, Press is a Gold Mark (O©) 
Newspaper, a Koll of Honor Newspaper, and a 
Guaranteed Star Newspaper, the — —_ — 
sirable characteristics for any wspa pe: 
have. Circulation, daily average i908, e242, 


Philadelphia, The Grocery World. Actual 
averaye for 1904, 11,764. 


Philadeiphia. Farm Journsl, monthly. Wil- 
mer Atkinson Company, publishers. Average 
for 1904, 598.880, Printers’ Ink awarded the 
seventh sugar Bowl to Farin Journal with this 

inscription : 
iwarded June 25th, 1902, by 
* Printers’ Ini, ‘The Little 
* Schoolmaster’in the art of 
* Advertising, to the Farm 
* Journai diver acenvaenne 
‘‘of merits extending over a 
“period of naif a year, that r.among all 
“those published in the United States, has been 
™ “ pronounced ti the one that best serves its purpose 

‘as anu educator and. Prnnader nedy nt the agricultu- 

“ral ae. and as an effectiveand economi- 
“cal Sor communicating with them 
be My fen advertising columns.”’ 


Pittsburg, Labor World, wy. Av. 1904, 22.* 
618. Reachesbest paid class of IF Ae “nO. 8 


Pottaville. Evening Chronicle. Official county 
organ. Daily average 14, 6.757. 


Weat Oheater. Locai News. daily. W. H 
Hodgson. Average Sor 1904, 15.180 oy 

Williamaport. Grit. America’s Greatest 

byt Av. first 3 mos. 1905 285.756. ith 
& Thompson, Keps., New York and Chicago. 


York, Dispatch, daily. ie for 1904, 
8,974. Enters two-thiras of ¥ York owies. 


RHODE {SLAND. 
Pawtueket. Evening Times. Average 
six months ending June 30th, 1905,16,818. 


Previdenee, Daily Journal, 17.290 (¢ )e 
Sunday.20. 486:\00). Evening Bulletin 87. 886 
averaye 1904. Providence Journal Co., pubs 





Weaterly, Sun. Geo. H. Utter, pub. Average 
1904, 44480.’ Ouly daily in So. Rhode Island. 


SOUTH CAROLINA. 
Oharieston. Evening Post. Actual dy. aver. 
for jirst 3 months 1905 4,110. Apr. 4,458. 


Columbia, State, Actual average for 1904, 
daily 8,164 cop see, (GO) ue; semi-weekly 
2.251. Sunday 9 17 (OO). Act. aver. for first 
4months of 1905, daily 8,859; Sunday 10.428. 
&@™ The absolute correctness of the latest 

circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


accuracy. 
TENNESSEE. 
Chattanooga, Crabtree’s Weekly Press. Aver- 
age April and May, 88,082, 


gy > gh — aoe Trib- 
une. r ending 
Jan. 31, ie ib. 0 © Ch). Weekly 
average 1904, 14,518 

of only three papers~ in 
the South, and ouly paper in 
Tennessee awarded the Guarantee 
Star. The leader in news, circula- 

tion, inf and advertising patronage. 
apni. Sentinel. Av.’04,11,482. Led near- 
1,000 in advert’ng. “0h, 6 days v8.7. 
“mee hin. enamaal h 1. dail oe. 

eekly. re Average 1904, Mgnt Sunda: 

47.008. weekly 86. dort & Thomp- 
son, Representatives ae ar © Chicago 
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Py ashy = Banner, daily. Aver. for year 1903 
8.772; for 1:94, 20.708. Only Nashville 
daily eligible to Roll of Yonor. 


TEXAS. 


Denton. Record and Chronicle, a av. 
1904,816. Weekly av., 2,775 The daily and 
weekly reach nearly 50 per cent of the tax paying 
families of Denton coun ty. 


El Paso. Herald. 4v.04. 4,2 211; May.’05.5.015. 
Merchants’canvass showed Herala in 80% of El Paso 
homes. Only El Paso paper eligible to Roll of 
Honor. J.P. Smart, 150 Nassau St., N. Y. 


San Angelo, Standard, weekly Average for 
1904, 2.909. 


VERMONT. 


Burre, Times, daily. F. E. Lan ngley. Aver, 1904 
%.161;for six mouths, 1905, 8,8 


Burlington, Free Press. Daily av. '03, 5,566, 
04,6.682. Largest city and State circulution, 
Examined by Assoc’n of American Advertisers. 


Burlington, Daily News, evening. Actual 
daily average 1904,6.018 ; last 6 mos., 6,625; 
last 3 mos., 7,024; last month, 7,847. 


Rutland, Herald. Average 1904, 8,527. Av- 
erage 3 months ending June 4, 1904, 4,181. 


VIRGINIA. 


Norfolk. Dispatch, 1904, 9,400; 1905, April, 
11,090; May, 11,287; June, 11,542.” -_ 


Richmond, News Leader, afternoons. Actual 
daily average 1904, 28.575 (see American News- 

paper Fontemag It has no equal in pulling 
power be fashington and Atlanta, 


Riehm ond, Times-Dispatch, 


iauet. daily average year end- 
EAL ing December. 1904, 20.172. High 
Gal price circulation with no waste 
Waa 6 orduplication. In ninety per cent 
of Richmond homes, State 

paper. 


WASHINGTON. 


mg Recorder. Daily av. 1904, 2,2893 
onal y,1,465. Only paper with tele. reports. 


Seattle, Times. Actual aver. circulation Oct., 
Nor. and Dec., 1904, 37.090 daily, 45.450 Sun* 
day. om largest daily an daily and Sunday in State. 

Tae . Ledger. Dy. av. 1904, 14,8643 Sy., 
18, ato: e 1» 9.524. Aver. 4 mos., ending Jan. 
31, 1905, Daily, 14,696, Baader, 19, 818. 


Tacoma. News. Daily average 5 months end- 
ing May 31,16,82%. Suturday issue, 17.495. 


WEST VIRGINIA. 


Parkersburg, Sentinel, gaily. R. E. Hornor, 
pub. Average for 1904, 2,820 (1054). 


Wheeling. News. Daily paid circ.,11.517 (x). 
Sunda id circ., 11,988 (2). For 12months up 
toa 1, 1905 Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av./904, 
26.201; June, 1905, 26.187 (OO). 


Milwaukee. Journal, daily. Journal Co., pub 
Yr. end. June, 1905, $7 ,886, June, 1905, 41,200, 


Oshkosh, Northwestern. daily. Average for 
1904, 7,281. December, 1904, 7.426. 


Wisconsin Agriculturist. Racine, Wis. 
Estab. 1877. The 

Wisconsin paper whose circula 

tion 1s guaranteed by the Amer- 

ican Newspaper Directory. Actual 

average for 1903,88,181: for ons 
87.254; for year ended March 


1905, 88,960. N. Y. e, Tem 
Court 'WeG. Richardeon, yp 
WYOMING. 

Oheyenne, Tribune. Actual daily average net 


Sor first six months of 1905, 4,880. 
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BRITISH COLUMBIA. 


Vancouver. Province, daily, W.C. Nichol, 
_heesge eer 1904,2, 426; average for 
June, 1935, 8,975 


Vieteria, Colonist, daily. Colonist P. & P. 
Co. Aver. for 1903, 8.695 3 Sor 1904, 4,856 (). 


MARETens. CAN. 
Winnipeg, Free Pre: — and weekly. <Av- 
erage Sor 1904, re 23, rr) 3; weekly, 15,801. 
Daily, June, 1905, 80 


Winnipeg. Der Nordwesten, Western Seared & 
German news r, covers the Ge 
ing population of a 150,000—its cartes ‘eld. 
Average for 1904,11,892 ; average for 12 months 
ending April 30, 1905, 12, 224, 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual datty average for 
October, November, Deoember. 1904, 6,091. 








Toronto, The News. Sworn average daily cir- 
culation for May, 1905, 89,229. Advertising 
rate 3c. t, run of’ paper. The largest cir- 
— of any evening paper published in On- 
tario. 





Toronto. Star, daily. Sworn average cir- 
culation for June, 1905, 38, 768. 


Toronto. Evening Telegram. Phe ever 
1904, 81,384. Perry Lukens, Jr., N.Y 


QUEBEC, CAN. 


Montreal, Herald, daily. Est. 1808. Actual 


peak- | aver. daily 1904, 28, 850; weekly, 18,886. 





ey Journal of Agriculture and Horti- 
ulture. Semi-monthly. Average 1904, 61,427. 





Montreal. La Presse. La Presse Pub. Co., 
Lta., publishers. Actual average 1904. daily, 
80,259; Av. Mar., 05, 95.826. Sat., 118,892, 





Montreal. Le Canada. Actual average s90,— 


NOVA SCOTIA, CAN. 


Halifax, Herald (© ona Reentng Mail 
Circulation, 1904, 15,68 Flat 


ONTARIO, CAN. 


daily, 19,287; weekly, 18.757. 





dy. 56,795, wy. 125 








Toronto. Canadian Implement ane _ventate Sherbrooke. Daily Pew. Guaranteed av. 


Trade.monthis Arerage for 1904, 6.4 1904, 4,917; June, 1905 


Montreal, Star.dy.&wy. Graham &Co. Av. 
Sor 03, dy. 55,127. e%,3 122.269. Av. for 194, 
oo 











The special attention of all pub- 
lishers who are now represented in 
the Roll of Honor is invited to the 
announcement on pages 24 and 25 
of this issue of Printers’ Inx. An 
inch, or a quarter or a half or a 
whole page of extra space in the 
Roll of Honor, for the issue of 
September 6th, may be had at the 
usual rates, viz.: twenty cents a line. 
It is deemed of interest to call your 
attention to this fact. By sending 
in copy early it is possible to sub. 
mit proofs of extra announcements, 


if desired. 
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(o ©) GOLD MARK PAPERS(@) 





Out of a grand total of 23,146 publications listed shed 1905 issue of Rowell’s American Newspa- 


rectory. one hundred and twelve are distin 


r Directo 
parks (© ©), the meaning ig Foye Le is Tn og & = 


. ae aan a under 


ed from all the others by the so-called gold 





blicati having the gold marks in the 


cents per line K week, two wiry (the smallest advertisement accepted) cost 
is 


Pats tor. a full year, 10 per cent 


count, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. C. 


, BUFFALO COMMERCIAL «© Desirable 





THE EVENINGSTAR (©O), Washingt D.C. 
Reaches 90% of the Washington homes. 


GEORGIA. 

ATLANTA CONSTITUTION. Act. av. for 1904: 
Daily 88,388 (OO), S’y 42. 819, Wy10%, 926. 
THE MORNING NEWS (© ©), Savannah, Ga. 

newspaper in every sense; with a well-to- 

do-chentele, with many wants and ample means 

Oniy morning daily within one hundred miles. 
ILLINOIS, 

CHICAGO GRAIN DEALERS’ JOURNAL (OO). 
Largest circulation; best in point of quality. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

BAKERS’ HELPER © ©), C ( ®.¢ Ciscoe, only eens 
Mark” baking journal. os . 
known. Subscribers in ‘in every State and eng 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©). 

Best paper in city ; read by best people. 
MASSACHUSETTS. 

BOSTON PILOT (© ©), every Saturday. Roman 
Catholic. Patrick M. Donaboe, manager. 

posts EVENING TRANSCRIPT (60), estab- 
lished 1830. The only gold mi gold mark daily in Boston. 

BOSTON BOOT AND SHOE RECORDER (© ©), 
greatest trade paper; circulation universal 

WORCESTER L’OPINION SUMIQOE (00) is 
the leading French daily of New Englan 

TEXTILE WORT.D RECORD ( ugg. ‘Se Boston, is 
the “bible” of the textile ind Send for 
booklet, “The Textile Mill Trade.” 

MICHIGAN. 

GRAND RAPIC3 FURNITURE RECORD (@©). 

Only national paper in its field. 


MINNESOTA. 
T* NORTHWESTERN MILLER 


? Minneapolis, Minn; $3 per year. Covers 





so and flour trade all over the world. The 
- “Gold Mark” milling journal (QO). 
NEW YORK. 


BROOKLYN EAGLE 0) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (@©). Rochester, N.Y. 
Best advertising medium in this section. 

ARMY AND NAVY JOURNAL (©). First in 
its class in circulation. influence and prestige. 

TH, IRON AGE (@O), established 1855. The 
recognized authority in its representative fields. 

ENGINEERING NEWS (@©).—The ipaing 
American authority.— Tribune, Scranton. 

News prints more transient ads co al. 

other technical papers; 1 & 3c. a word. Try it. 

VOGUE (@6). op authors on fashions. Ten 
cents a copy; $4a 364 Ave., New York. 

HARDWARE peice MAGAZINE, 

In 1904, average issue, 17,500 (@©). 

D. 1. MALLETT, Pub. 253 -ub.. 263 Broadway, N.Y. 

NEW YORK HERALD (6 (@O). Whoever men- 
tions America’s leadin, = S newspapers mentions 
- New York HERALD 

ELECTRICAL WORLD AND ENGINEER (© ©) 

,established 1874; covers foreign and comestic 
“electrical purchasers: largest weekly circulation, 








it always produces sati me. results. 


CENTURY MAGAZINE (© ¢ (@ ©). There area few 

a in Mp Al community who know more 

all the others. These people read the 
CENTURY MAGAZINE. 


THE NEW YORK TIMES ( (© ©) bears “All the 
news that’s fit to print” into over 100,000 homes 
within 25 miles of Times Square ; rigidly censors 
yeti quantity of quality. 


NEW YORK LS haa Ky ©). daily and Sun- 
day. Established conservative, clean 
and up-to-date etmene. weber readers repre- 
sent intellect and purchasing power toa high- 
grade advertiser. 


FOREST AND STRKAM (QO). weekly. Signi- 
ficant facts : (1) FOREST AND STREAM advertisers 
are of the stay-in _ A FOREST AND STREAM 
advertisers enlarge r ads. The 
space used by ey a - tells the story. 


OHIO. 

CINCINNATI Le VE (OO). Great—influ- 
ential—of world-wide fame. st advertising 
medium in prosperous Middle West. Rates ana 
information supplied by Beck Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
“THE PHIS.ADELPHIA PRESS” is a Gold Mark 


THE PUBLIC LFDGER ( @)—Inder ndenee 
Halland Public Ledger are Philadelphia's land- 
marks; only paper allowed in thousands of Phila. 
delphia homes. Circulation now larger than in 

ears. 40,082 more advertisements April, May 
June than same period 1904. 


THE PITTSBURG 
©® DISPATCH «oe 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive. Pittsburg fleid. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 

THE STATE (QO©), Columbia, 8. C., reaches 

every part of South Carolina. 
VIRGINIA. 

NORFOLK LANDMARK (© ©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certiticate from the Association of 
American Advertisers of bona fide circulation, 
If you are interested, ask to see voluntary let- 
ters from advertisers ge have gotten splendid 
results from LANDMARK 


WISCONSIN. 


THE MILWAUKEFK EVENING WISCONSIN 
(©O), one of the Golden Dozen Newspapers. 


CANADA, 
THE HALIFAX HERALD (© ted = EVEN- 
ING MAIL. Circulation 15.683, 


THE TORONTO GLOBE (ee) 


25 larger circulation than any other morning 
paper in Canada. U.S. SS ae ves, BRIGH 
Bn ‘CREE, Tribune Bldg., N. ¥.; Boyce Bldg 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 


requisite grade and class, cost twenty cents per line per week. 


Under a YEARLY contract, two lines (the smallest advertisement 


accepted) cost $20.80 for a full year, ten per cent discount, or 


$18.72 spot cash, if paid wholly in advance. 





COLORADO. 
HE Denver Fost, Sunday edition. July 23, 
1905, contained 5,064 different classified ads, 
atotalof 1059-10 columns. ‘The "Post is the big 
Want medium of the Rocky Mountain on. 
The rate for Want adverusing in the Post is 5c. 
per line each insertion, seven words to the line. 


CONNECTICUT. 
EKIDEN, Conn., RECORD covers fleld of 50,000 
population ; 3 working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DISTRICT OF COLUMBIA. 
Ts EVENING and SunDay STaR, igen dae 
(© ©), carries DOUBLE the number of 
WANT Abe of any other paper. Rate Ic. a word. 


ILLINOIS, 
EOPI1A (Ill.) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


CONTEARLY everybody who reads the En 
lish language in, around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-oj 
Review. and that’s why the DaiLy News is Chi- 
cago’s ‘‘want-ad” directory. 


INDIANA. 
‘J. HE Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


HE Indianapolis News during the year 1904 
printed 125,207 more classified advertise- 
ments than all other <a of indianapolis 





combined, printing a total o separate 
paid Want ads during that me. 
HE Star League. d of Indi li 


STAR. Muncie STaR and Terre Haute STAR; 
general offices. indianapolis. Rate in each, one 
cent per word; combined rate, two cents per 
word. 


Dig Indianapolis STAR is the Want ad medium 
of Indianapolis. It printed during the 
year of 1904 591.313 lines of Wantads. Durin 
the month of December the Star printed 17. 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
dianapolis ee for the same period. The 
News in December. 1904. printed 13.060 lines; the 
Sentinel 4,516 io “and the Sun 2.630 lines. The 
Indianapolis STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 








He Marion Lassen is recognized as the best 
result getter for want ads. 


HE Muncie Star is the recognized Want ad 

medium of Muncie. It prints four times as 

much classified advertising daily as all other 
Muncie dailies combined 


IOWA. 
(PHE Des Moines CAPITAL guaceegoen the larg- 
est circulation in tne city of Des Moines of 
any daily newspaper. It is the want ad medium 
oflowa. Rate, one cent a word. By the month, 
$i perline. It is published six evenings a week. 
Saturday the big day. 


MAINE, 


HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
(HE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
r d Want Ad di ot itimore. 





MASSACHUSETTS. 


25 F CENTS for 30 words, 5 days. DAILy ENTER- 
PRISE, Brockton, Mass., carries solid page 
Want ads. Circulation exceeds 10,000. 


HE Boston prasane TRANSCRIPT is the great 

resort ide for New Englanders. “They 

expect to find all good places listed in its adver- 
tising columns. 


‘,HE Boston TRAVELER publishes more Want 

advertising —— any other exclusively even- 
ing paper in its field. and every advertisement 
is paid for at the established rates. 


OSTON GLOBE, daily and Sunday, first six 
months of 1905, printed a total of 217,465 
classified ads, and there were no trades, deals or 
discounts. This was a gainof 3,959 want” ads 
over the same period of 1904, and was 71,145 more 
than any other Boston paper carried during the 
first six months of 1905. 


MICHIGAN. 


AGINAW CouRIER-HERALD (daily), only Sun- 
day paper; result wetter; circulation in ex- 
cess of 12,500; ic. word; ¥¢. su i 


MINNESOTA. 
KE Minneapolis JOURNAL carried over 39 
r cent more Want ads Bee’ June, 
1905, than any other Minneapolis d ally. go free 
Wants and no objectionable Wants. Circulation, 
1903, 57,039; 1904. 64,333; first 6 months 1905, 67,349; 
June, 1905, 67.075. 





HE_ MINNEAPOLIS s TeBUNE is the recognized 
Want ad medium of Minneapolis and has 
been for many years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25.000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circuiation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries anywhere near the num 
r of paid ‘Yanted advertisements or the 
amount in volume. 
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‘HE St. Pau! DispaTcH is St. kaul’s Want Ad 
Directory, , carrying more advertising than 
all — St. Paul mediums combined. The guar- 
antecd paid eousetion . the St es DISPATCH 
1, 1905, 57,668 ; for March, 
59,440; for Apr 0,541, for , 62.727, this in- 
crease caused by thorough canvassing—no pre- 
miums. Thousands of people use it aw ys! 
and everybody includes + in their list No free 
want ads are idly exelud and - adver- 
tising is excluded. The Later sing 
shows a nerease of over 602 lines in tares 
months. od, telephone trunk } assist in 
receiving this classified business, 


MISSOURI. 
HE Joplin GLoBe carries more Want ade 
than all other oro in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lfc. 


HE Kansas City JOURNAL es — 

including Sunday), one of the 

Wani ad mediums of the United States ; O81 to 35 

omy paid Wants Sunday; 7 to 10 columns 
daily. Rate, 1 cent a word. 


MONTANA. 
Teed Anaconda STANDARD is Montana’s great 
ant Ad” medium ; ic. a word. patetae? 
circulation (1904), 11,359 ; Sunday, 13,756 


NEBRASKA. 


INCOLN JOURNAL AND NEWS, combined cir- 
culation over 27,000. Cent a word 


Ne Lincoln Damy Stark, the best ‘Want Ad” 
medium at Nebraska’s capital. Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
per word. Sunday W ant ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time, DaiLy STR. Lincoln, Neb. 


NEW JERSEY. 
Lasapere DarLy JourNaL—Leading Home 
pa 10 to 24 pages. Only “Want” Med- 
ium. ent ‘a-word. Largest circulation. 


EWARK, N.J, Freie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents ner month, 


NEW YORE. 


(HE Post-ExPREss is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGOS, Mount Vee N.Y. Great- 
est Want ad in County. 





N Binghamton the LKADER carries jergest pee: 
ronage; hence pays best. BECKWITH, N. Y. 


pay NEWS with over 87,000 circulation, 

is the only Want Medium in Buffaloana the 
strongest Want Medium in the State, outside of 
New York City. 


HE Times-Union, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
> bps a circulation greater than all other 
aily papers in that city. 


JRINTERS’ INK publishes weekly. The rec- 
ognized and d leading Wantad medium for 
— ad mediums. mail Srder articles, aavertis- 
— H.. novelties, oy Lager a= circulars, 
ber stamps, office de s. adwriting, half- 
tone making, and practically oO soy d which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 





OHIO. 


N Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 


HE Zanesville StGNAL reaches 64 townsin S. E. 
Ohio, also 68 rurai routes; Xc. a word net. 





OUNGSTOWN VinpicaTor—Leading “Want” 

medium, lc, per word. Largest circulation 

HE MANSFIELD News publishes daily more 

Want ads than any other 20.000 population 

reg oe 20 words or less 3 consecutive times 
or less, one cent per each additional word. 


OKLAHOMA, 
HE OKLAHOMAN. Okla. City, 11,851. Publishes 
more Wants than in avy fout four Okla, competitors, 


PENNSYLVANIA. 


‘HE Chester, Pa., TIMES carries from two to 
five times more classifled ads than any 
other paper. 


PHILADELPHIA: 
THE EVENING BULLETIN. 
Net paid daily —- circulation for 
une: 


220,178 copies per day. 
“In Philadelphia nearly everybod 
reads ‘The Bulletin. did " 
(See Roll of Honor.) 


SOUTH CAROLINA. 


npHE Columbia STATE (@@) carries more Want 
ads than any others. C. newspaper. 


VERMONT. 
Tse Burlington DaiLy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolute Saad to 
any advertiser in Burlington terri 


VIRGINIA. 
J. HE News LEADER, itichmona every afternoon 
except yo pw ichmond. Va. argest 


circulation by jong od ds (28,575 aver. 1 e.... and 
he ant advertisement medium in 


counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and weekly, 
reaches 6.500 subscribers in the million dol: 


of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA, 


'\HE Halifax HERALD (@©) and the Mair—Nova 
| Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
95,825, Saturdays 113,892—sworn to.) ( carries more 
wantadsthan any French newspaper in the world 


NHE DAILY TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
rn Canada, Want ads ove cent a word. 
Minimum charge 25 cents. 


HE Montreal DaILY STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any o\her weekly paper in Canada. 


T=. Winnipeg FREE PRESS carries more 

Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature th«n are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
VICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
we Want Ad medium on the Canadian Pacific 
‘oast. 
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A Special Issu 


September 6, 1905. 


gee the primary purpose of obtaining new sub- 

scribers a copy of Printers’ Ink for September 6 
—press day as above stated—will be mailed to 7,975 
names, making a total edition for September 6 of 
approximately 23,000 copies. 

The seven thousand nine hundred and seventy-five 
extra copies are sent to as many names, marked per- 
sonal. Every copy so marked goes to an advertising 
manager or a member of a firm who is in charge of 
the advertising department. 

This list is entirely new, compiled with great care 
and embraces all kinds of general advertisers. There 
isn't a dead or useless name in the bunch, and a 
follow-up campaign extending over fully six weeks for 
the purpose to convert them into readers of Printers’ 
Ink will be pursued. Every party addressed needs 
Printers’ Ink and its helpful weekly suggestions and 
information, and many of them will be convinced of 
this fact by the time the Little Schoolmaster will let 
up on them. 

* #% 


If you are the publisher of a newspaper or maga- 


THE PRINTERS’ IN 
CHAS. J. 


10 Spruce Street (@ 











PRINTERS’ INK. 





of Printers’ Ink 


ress Day, August 30, 1905 


zine of character, one that has a story and facts worth 
presenting to an advertiser, you can find no better, 
no more effective and economical medium than 
Printers’ Ink, and particularly no more advantageous 
single issue than the special edition above set forth. 

The same argument is true for anyone else who 
makes or deals in anything which large and small ad- 
vertisers use or ought to use in the conduct of their 
business. 





Although the September 6 edition goes to almost 
eight thousand extra and especially valuable names, 
the usual rates only will be charged, as stated below. 





FORMS CLOSE AUGUST 30, 1905 


ADVERTISING RATES. 


20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for 
whole page. For advertisements in specified positions, if granted, 
double price will be charged. A discount of 5 per cent may be de- 
ducted if check is sent with order and copy. 





BLISHING COMPANY 


» Manager 


s), New York City 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


yen 

te Issued every Wednesday. Subscription 
price. two dollars a year, one dollar " six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 


. Being - 
type plates it is always ble to supply baci 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five dollars a 
hundred. 

——e—nrnrnr*>- 

4 ADVERTISING RATES. 

Advertisements 2 cents a line, rl measure, 
15 lines to the inch ae 200 lines tothe bege ($40). 

ion selected by the aver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

| ad appearing as reading matter is in- 

ree. 

All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


Torn 


Cuar.es J. ZINGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.5v-52 Ludgate Eill,.EC 


NEW YORK, AUG. 2, 1905. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















A Lonpon advertising office for 
the Hearst papers has been open- 
ed on Ludgate Hill, London, Eng- 
land, in charge of E. F. Hooper, 
formerly in charge of Hearst’s 
Boston American, 





It is a fallacy to suppose that 
because a newspaper or magazine 
is sold at a low price it does not 
circulate among a good class of 
people. The quality of the mat- 
ter printed is the best indication 
of the class of readers a publica- 
tion possesses. The subscription 
price may be low but if the char- 
acter of the reading matter 1s 
high it is safe to assume that 
the periodical is read by people of 
intelligence. 


IF you are advertising for fun 
be as funny as you like; but if 
you are advertising for business 
be business-like. 


(ae are comment 
———————_— 


It is as fatal for a business 
man to be in advance of his age 
as to be behind it. The world 
will not be hurried nor will it 
halt, but will continue to do 
business with those who best in- 
terpret the spirit of the age in 
which they live. 





Louis K. Liccet, president of 
the United Drug Company, Bos- 
ton, has organized a corporation 
called the National Cigar Stands 
Company, which will operate 
cigar stands in drug stores, as 
well as import and manufacture 
cigars. Mr. Ligget is president 
of the new company and William 
C. Bolton vice-president. Among 
others interested are George C. 
Lyon, of the Hall & Lyon Drug 
Company, operating a chain of 
stores in New England; C. E. 
Ball of Holyooke, Mass., and 
several other druggists. The 
central office will be in New 
York. 





A NOVEL SERVICE. 


A handsome booklet in stiff 
covers describes the new silver 
storage service of the Gorham 
Company. Large vaults have 
been provided in the company’s 
new building at Fifth avenue and 
36th street, New York, and ar- 
ticles of plate and bronze are not 
only put away in safety, but re- 
ception rooms have been provided 
similar to those in a safe deposit 
vault where patrons may come 
and examine their silver at any 
time or take away such pieces as 
may be needed. The company 
also calls at homes, inventories 
plate, attends to all details of 
packing and removal, makes re- 
pairs while in storage, does re- 
finishing, and when the silver is 
wanted in the fall brings it home 
and arranges it on the sideboard, 
ready for use. The booklet bears 
the imprint of the Cheltenham 
Press, New York. 
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Prompt and efficient service is 
what the business world wants 
and needs. Prompt service will 
even excuse a lesser quality of 
service. More firms have come 
to grief by lack of service than by 
lesser quality of service. 





HIGH AVERAGES OF THE 
SAGINAW “NEWS.” 


A booklet from the Evening 
News, Saginaw, Mich., gives fig- 
ures showing the June average 
circulation of that paper for the 
past twelve years. In 1893 the 
daily issue during this month was 
2,859, but since then it has stead- 
ily crept up year after year to the 
17,344 daily average for June, 
1905. Saginaw has 8,500 homes, 
and the News claims a city cir- 
culation of over 8,000 in addition 
to large street sales, 





DEATH OF S. T. DAUCHY. 


Samuel T. Dauchy, founder of 
the advertising agency of Dauchy 
& Co., New York City, died at 
his home in Brooklyn, July 20, 
after a long illness. Mr. Dauchy 
was seventy-two years old, and 
had been an advertising agent 
since 1869, when the concern 
bearing his name was established. 
With one exception it is to-day 
the oldest agency in the metrop- 
olis.s Mr. Dauchy was of Hugue- 
not descent, his ancestors origin- 
ally settling at New Rochelle, 
and was born in West Galway, 
Saratoga County, New York, in 
1833. He was the son of Samuel 
and Clarissa Kellogg Dauchy. His 
parents removing to Troy, New 
York, before he was a year old, 
his boyhood was spent in that city, 
where he attended the Troy Aca- 
demy. He came to New York 
City in his twentieth year to begin 
business life. Of late years he 
was also interested in the manu- 
facture of heating boilers and ap- 
paratus. He was connected for 
nearly forty years with the Lafa- 
yette Avenue Presbyterian 





Church in Brooklyn, of which he 
had been a trustee for a long peri- 
od. He is survived by a widow, 
a daughter, and a son, 
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Aw ad that convinces is better 
than one that is merely beautiful, 
but beauty of itself ofttimes con- 
vinces, 

D. Hersert Moore, who has 
been editor of Judicious Adver- 
tising, Chicago, since its founda- 
tion, recently resigned to become 
chief of the copy department of 
the Blaine-Thompson Advertising 
Agency, Cincinnati. Mr. Moore 
is an advertising writer of long 
experience, and in addition to his 
editorial work in Chicago had 
charge of important work in the 
Lord & Thomas copy department. 


THe New York Times com- 
menting on the great amount of 
space devoted to the recent 
speeches of Mr. Lawson, of Bos- 
ton, is led to inquire why it is 
that a newspaper that would not 
print an uninvited essay if sub- 
mitted as such will give space to 
precisely the same matter if it 
has first been delivered as a 
speech, The explanation, it 
would seem, lies in the fact that 
an essay is not of itself news. 
When a well-known man ad- 
dresses an audience, however, a 
condition is created that did not 
before exist. Something has 
been done, and to report what 
happened and what was said falls 
properly within the province of 
the news gatherer. As the Utica 
Observer says: “Somehow a 
speech that has been delivered be- 
fore an audience does seem to 
have an increased news value, and 
it is a singular circumstance that 
the printed report of a speech will 
be read with quite as much inter- 
est by nine out of ten persons 
who heard it as it would be by 
those who were not present.” The 
Times commenting on the Ob- 
servers remarks adds: “Not 
only would the people who had 
heard the speech read the reports 
of it with more interest than 
other people, but it is a general 
rule, we think, that people are 
most interested in the news that 
is not news to them at all—in the 
news concerning which they are 
themselves better informed than 


. the reporter.” 
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No man whose business meth- 
ods were wrong ever succeed- 
ed by sheer force of advertising. 
The businesses that have been 
built up by advertising have been 
based on sound foundations, 


A QUARTER CENTURY OF 
SERVICE. 


A. E. Dunn, advertising man- 
ager of the list of religious pa- 
pers known as “The Methodists,” 
the official publications of the 
Methodist Episcopal Church, re- 
cently completed his twenty-fifth 
year of service with the Method- 
ist Book Concern. Under his 
management the advertising pat- 
ronage of the church’s papers has 
grown from comparatively noth- 
ing to a handsome revenue, and 
it has been said that his business 
methods have benefited not only 
Methodist publications, but the 
entire religious field. 


PAPER TRUST INVESTIGA- 
TION. 











In an investigation of the paper 
trust before Special Examiner Taylor 
at St. Paul, several publishers appeared 
July 25, and gave their experiences 
with independent paper-making plants. 
Lucien Swift of the Minneapolis Jour- 
nal and George Thompson of the St. 
Paul Dispatch testified that the cost of 
paper to them had increased from 25 
to 50 per cent since the organization 
of the General Paper Company, A. 
C. Weiss, general manager of the 
Duluth Evening Herald; Conde Ham- 
lin of the St. Paul Pioneer Press, and 
W. J. Murphy, publisher of the Minne- 
apolis 7ribune, testified to trying ex- 
periences since the formation of the 
General Paper Company. Mr. Weiss 
testified that prior to the organization 
of the General Paper Company there 
had been competition between the 
paper companies of the Northwest, 
but no competition since that company 
was formed. Mr. Hamlin was asked 
if he was aware that there were inde- 
pendent paper mills operating in the 
Northwest. He said he was, but that 
freight conditions or other considera- 
tions made the small mills unavailable. 
It developed later that the small inde- 
pendent mills were not of sufficient ca- 
pacity to afford security for a full sup- 
ply to any publishing company. 
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Rates being equal and the 
number of copies printed equally 
uncertain it is safe to assume that 
the paper carrying the greatest 
amount of local advertising is the 
paper that will give the best re- 
sults. 





A COMMENDABLE piece of ad- 
vertising matter for a billposter 
comes from the Williamsport 
Billposting Co., Williamsport, 
Pa. in the shape of a folder 
showing a map of that city and 
another of the country for 170 
miles around, with facts regard- 
ing population, industrial condi- 
tions, railroads, boards in town 
and suburbs, the responsibility of 
the company and other data ne- 
cessary to an advertiser who uses 
outdoor publicity. 





KEEPING TRACK OF CUS- 
TOMERS. 


Buck’s Shot for July, the house 
organ of the Buck’s Stove and 
Range Co., St. Louis, contains 
an article by Mr. H. G. Lewis ex- 
plaining how the Duff & Repp 
Furniture Co., of Kansas City, 
keep track of customers: 


“The floor manager who meets the customer 
and inquires his wants ae Mr. Lewis) keeps 
a record of all goods asked for and the name of 
the salesman called to wait upon him. Eve 
morning the floor manager hands in the record, 
showing the number of calls each salesman has 
had the day before, and what goods each cus- 
tomer asked for. Each salesman turns ina 
separate report, showing the number of calls 
he had, the number sold, and the ‘reason 
why’ for the customer he failed to sell. Ifa 
customer is ‘looking,’ the salesman endeavors 
to secure his name and address, and about 
when he will be ready to buy. When this report 
comes to the office and is looked over, a 
memorandum is made of the name, the date and 
other information relative to the customer. 
This matter is either taken up by letter, a week 
in advance of the time the customer is expected 
to buy, or, ‘a salesman is sent out to call on 
him in person. 

“This ‘follow-up’ system has been the means 
of our selling a great many bills of goods that 
otherwise would have gone to our competitors. 
Another good feature of this system, is, that if 
an article is called \for that is not in stock, the 
matter is taken up with the buyer, and, if it is 
decided that it is a good thing to keep, the 
buyer is ‘instructed to ‘procure it. If it is a 
piece of goods that we carry in stock regularly, 
that is all sold out, the matter is reported to 
the head of that department, who immediately 
replenishes the stock. The system has had the 
effect of making the salesman more tenacious, 
and of giving more care to a customer. It has 
proven a good thing in many ways, and the 
daily reports, when tabulated and figured ona 
percentage basis, are fully 25 per cent better 


_ since we have been keeping this report.” 
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FIFTEEN thousand children were 
recently given excursions at the 
expense of the Free Press, Otta- 
wa, Canada, each child applying 
at the office of the paper and 
stating that he or she was a regu- 
lar reader of the Free Press being 
provided with trolley tickets to a 
nearby resort where games were 
held. 


DIFFICULTY OF DESCRIB- 
ING A GOOD THING. 


The difficulty of adequately de- 
scribing a high-grade article in 
print is touched upon by Lyon & 
Healy, of Chicago, in their cata- 
logue of violin makers’ tools and 
materials, Speaking of bows 
they say: 

“Selecting a bow is not always an easy thing 
to accomplish. To do so from a catalogue 
description is very difficult, No one can in 
words describe, understandingly, the qualities 
that makea bow valuable from the player’s 
standpoint, although he can easily do so from 
a commercial standpoint. The cheapest of 
German bows must necessarily be described in 
nearly the same words as the finest of bows, 
unless the artistic merits are carefully noted. 
‘Pernambuco, the frog, the workmanship,’ 
ordinarily describe the bow. But the point is, 
that while the "same materials may be used, 
entirely different results are obtained by differ- 
ent makers. To illustrate—a simple song, sung 
by a great artist, will sound beautifully; 
whereas the same words and music, sung under 
precisely the same conditions by an ordinary 
singer, will create no effect whatever.” 

An artistic bow-maker will fashion a piece of 
pernambuco so as to obtain evenly distributed 
elasticity and strength through the entire 
nae of the bow; another will make it weak 
at the point, or middle,and worthless, There- 
fore two given bows, widely dissimilar in play- 
ing qualities, may seem precisely alike on 
paper; yet one may have a value of $20.00, 
the other be dear at $5.00. 








LEATHER POSTAL CARDS. 
505 Pearl Street, 
New York, July 20, 
Editor of Printers’ INK: 

I am very anxious to find out the 
names of those who manufacture the 
leather postal cards, which are to be 
had in the larger cities and the prin- 
cipal summer resorts, with various il- 
— and phrases burned on the 
ack. 

One of our customers, for whose line 
the leather postal would be particularly 
appropriate, desires to ascertain the 
cost of these cards in quantities. - 

I am somewhat surprised that the 
manufacturers of these cards have not 
recognized the advertising possibilities 
of their product and advertised them 
in such journals as Printers’ INK. 

Yours very truly, 
“AmwertcAN MACHINIST,” 
John A. Kershaw, Adwriting Dept. 


1905. 
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POST TO PUBLISH A MAGA- 
ZINE. 


C. W. Post, of Battle Creek, Mich., 
has opened an office at 1135 Broad- 
way, New York, for the Citizens’ In- 
dustrial Association, of which he is 
organizer and president. This associa- 
tion is working upon the labor ques- 
tion, endeavoring to bring about fair 
conditions for both union and non- 
union men, and is the outgrowth of 
Mr. Post’s extensive advertising cam- 
paigns on the evils of coercion and 
strikes, In August a monthly maga- 
zine called Zhe Square Deal will be 
issued to further the work of the 
association, Wilson Vance will be 
its editor, and discussions of the open 
and closed shop will be welcomed in 
its pages. 


THE BILLPOSTERS’ 
VENTION. 


At the annual convention of the 
Associated Billposters and Dis- 
tributors of the United States and 
Canada, held July 10-14, at Mon- 
treal, the members were wel- 
comed by the Mayor of the city, 
H. Laporte, and much important 
business was transacted. Over 100 
new members were admitted, and 
the roster now has more than goo, 
as against 271 four years ago. 
The general office at 1514 Tri- 
bune Building, Chicago, was or- 
dered continued in charge of 
Secretary Charles Bernard, who 
is now serving his sixth term. On 
July 11th a special excursion was 
given the ladies of the association 
by the Montreal Terminal Rail- 
way Company. The poster show in 
the Drill Hall, a pronounced suc- 
cess, was thrown open to the gen- 
eral public on the final day. On 
July 14 the convention attended 
Ringling Brothers’ circus in a 
body. The next annual convention 
will be held at Chicago, July 1o-12, 
1906. The officers elected for the 
coming year are those who were 
already serving: President, Bar- 
ney Link, Brooklyn Billposting 
Co., Brooklyn; vice-president, 
Geo. L. Chennell, Columbus Bill- 
posting Co., Columbus, Ohio; 
secretary, Charles Bernard, Chi- 
cago; treasurer, A. B. Beall, 
Sioux City Billposting and Ad- 
vertising Co., Sioux City, Ia. 


CON- 
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THINGS DOING IN CLEVE- 
LAND. 


Cuartes A. Otis, the Cleve- 
land banker, has purchased the 
evening edition of the Plain 
Dealer, of that city, merging it 
with his World-News, which 
was made up of a combination of 
two other evening papers last 
year. This leaves Cleveland with 
three afternoon papers instead of 
five—the World-News, Press and 
Recorder. Mr. Otis also bought 
the Morning Leader, which he 
re-sold a few weeks ago to 
Medill McCormick, publisher of 
the Chicago Tribune.  H. 
Thalheimer, New York represen- 
tative of the latter paper, has 
been transferred to the Cleveland 
Leader as _ general manager. 
Harrison Parker, advertising 
manager of the Chicago Tribune, 
will also have charge of its for- 
eign business. 





AN INDIRECT TRANSPOR- 
TATION AD. 


William O. McDowell, 51 Lib- 
erty street, New York, recently 
sent a suggestion to the New York 
Board of Health that has value 
to those engaged in advertising 
summer trafic by steamship and 
trolley lines. “Some years ago, 
he says, “while president of the 
New York and Sea Beach Rail- 
road and Highland Steamboat 
Company route to Coney Island, 
my attention was called by phy- 
sicians to the fact that the life 
of babies during hot weather, who 
were affected by the heat, could 
be saved by a breath of salt air at 
the seashore, and I immediately 
issued the order that a babe in the 
arms of a woman was a free pass 
to Coney Island and back, so that 
no wmnecessary expense might 
stand between the babe and life. 
When we came to close our sea- 
son’s accounts for the year, we 
found that this policy had been so 
appreciated by the public, that we 
had had financially the most suc- 
cessful year in the company’s his- 
tory. The public are always ready 
to appreciate and recognize gen- 
erosity, and a generous policy 
Proved the most profitable.” 





BRIGHT & VERREE. 


The many friends of Henry 
Bright will learn with regret 
that ill-health has compelled his 
retirement for the present from 
active participation in the man- 
agement of the special agency of 
Bright & Verree, incorporated, 
established by him in 18g1. 

The corporation has been re- 
organized and _ the following 
officers elected: J. E. Verree, 
president; Henry Bright, vice- 
president; and T. E. Conklin, sec- 
retary and _ treasurer, Mr. 
Verree will continue in charge of 





S. the Chicago office, and the New 


York office will be in charge of 
Mr. Conklin, who has been as- 
sociated with Bright & Verree for 
ten years past. Mr. Conklin’s 
assistant in the New York office 
is J. F. Duffy, who was until re- 
cently connected with the C. J 
Billson special agency in New 
York, and who has had an ex- 
perience in the advertising busi- 
ness covering fourteen years. 

The newspapers represented by 
Bright & Verree, incorporated, 
are the Buffalo Times, Detroit 
Journal, Pittsburg Leader, Den- 
ver Times, Denver News, Albany 
Times-Union, Toronto Globe, 
Grand Rapids Herald, Tacoma 
News, and Watertown Times. In 
addition they represent in the 
Western field the Philadelphia 
_ and Omaha World-Her- 
ald. 

Their offices are in the Tri- 
bune Building, New York, and 
Boyce Building, Chicago. 





WOULD IT? 
Wrnpsor, IIl!., July 18, 1905. 
Editor of Printers’ INK: 

I have read with much interest your 
interview with Mr. Madden and Mr. 
Rowell’s comments thereon. Now I 
wish to make a suggestion that is prac- 
ticable and will settle the deficit ques- 
tion as well. It is this: Make a uni- 
form rate for all matter—say two 
ounces for a cent. Give the newspaper 
and magazine publishers, and the pub- 
lishers of advertising sheets as well, 
the privileges of paying in bulk as is 
now done on second class matter, but 
no further privileges. This rate would 
have the added advantage of making 
the department self-sustaining. 

Yours truly, 
Hvucx §S. Litry, Editor Gazette. 








aR 
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TALKING IT OVER IN 
CANADA. 


A meeting of Canadian pub- 
lishers and business managers 
was held recently in Ottawa, 
Canada, for the purpose of talk- 
ing over Canadian advertising 
agencies and improving the news 
service. The meeting is said to 
have resulted in material im- 
prevements. It was attended by 
the following newspaper men: J. 
Ross Robertson, Toronto Even- 
ing Telegram; W. J. Douglas, 
Toronto Mail; J. F. McKay, To- 
ronto Globe; J. E. Atkinson, To- 
ronto Star; Alfred Wood, Otta- 
wa Free Press; P. D. Ross, Ot- 
tawa Journal; James S. Brierley, 
Montreal Herald; W. J. Black- 
burn and W. H. Greenwood, Lon- 
don Free Press; George P. Gra- 
ham, M. P., Brockville Recorder; 
W. F. Maclean, M. P., Toronto 
World; Smeaton White, Mon- 
treal Gazette; B. A. Macnab, 
Montreal Star. 








SUCCESS DUE TO ADVER- 
TISING. 


Commenting upon the vogue 
that Algernon Charles Swin- 
burne’s novel “Love’s Cross Cur- 
rents” is enjoying the New York 
Evening Sun recalls that the 
English poet had already taken 
his place among the singers of 
the century when this book was 
first published anonymously a 
generation ago, and yet the novel 
fell flat when first published be- 
cause the publishers of that day 
were not as skillful in the art of 
advertising as are those of our 
own time: 

“The master of the Pines at Putney has now 
the opportunity, as he observes the commotion 
that this bantling of his youth is making in the 
literary barnyard, to make some entertaining 
remarks on public taste, the acumen of critics 
and so on. One is inclined to wonder what 
would happen, if, indeed, eoee J would hap- 

n, pee a hitherto unpublished book by 

ICKENS, THACKERAY, GEORGE ELIOT or 
Georce MerepitH creep oat into re 
licity without any preliminary blast of the 


warning trumpet, which" like the Grae? motif 


of “‘Parsifal” prepares the audience for what is 
to come. . . .« The publishers of his 
earlier days didn’t know their business. If 
they had Mr. Swinburne’s own delightful 
romance would not be getting its deserts thirty 
odd years after it received the original cone 
secraticn of print.’’ 


EXPERIENCE is never dear if 
one profits by #. 
SHOWING QUALITY OF 
CIRCULATION. 
Number of Evening Wisconsin 


subscribers who take no other 
English evening paper in the fol- 
















lowing wards and suburbs of 
Milwaukee: 
Susurss. 
Whitefish Bay... 25 
East Milwaukee.. 4 
North Milwaukee. 42 
Wauwatosa ...... 162 
Graystone Park.. 23 
West Allis....... 176 
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I ao ic ease cesineeugene 7 
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1,256 
East S1pe. 

ist Ward......... biniaceneds $72 
Sa, .. wsstis sasenuenaestaes cad 150 
Ot > sc awaansig ewacene shwaewenes 637 
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2,007 
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A population of 50,000 of our 
best people and largest purchasers 


read the advertisements of no 
other afternoon paper. 

The total circulation of the 
Evening Wisconsin reaches 20,- 
620, and every copy is read.— 
A. J. Aikens, General Manager, 
The Milwaukee Evening Wiscon- 
sin, June 12, 1905. 
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WISCONSIN EDITOR 
“HONORED. 


Mr. John Hicks, just appointed 
by President Roosevelt to be 
United States Minister to Chile, 
is the editor and principal owner 
of the Oshkosh (Wis.) North- 
western. He was born at Auburn, 
New York, April 12, 1847, came 
west with his family as a boy, 
located in Wisconsin, was educat- 
ed at Lawrence University, Ap- 
pleton, Wis., began newspaper 
work at the age of twenty on 
the paper he now owns, and has 
spent his life in the business. In 
1889, President Harrison appoint- 
ed him Minister to Peru where 
he served four years. He was 
given the degree of LL.D. by 
Lawrence University in 1890, and 
in 1894 he published a novel, “The 
Man From Oshkosh,” which had 
considerable vogue. It appeared 
in Chicago and London, and the 
English house issued two or three 
editions of it. He has been some- 
thing of a traveler having made 
the tour of Europe in 1895, and in 
1899 he spent several months in 
Egypt, Turkey, Italy and France. 
His father was: killed in the 
Union army and the son secured 
an education by his ‘own efforts. 
His newpaper is considered the 
strongest in the State outside of 


Milwaukee, ‘ 


THE ADVERTSING GOLF 
TOURNAMENT. 


Thirty million dollars’ worth of 


advertising men attended the 
tournament of the American Golf 
Association of Advertising In- 
terests at Cleveland July 18, 19 
and 20—at least, those present 
represented an annual expendi- 
ture of that amount. The entries 
numbered 128, which is said to 
be the largest in the history of 
American golf. A special train 
was run over the Erie from New 
York, and a large delegation 
came from Chicago in a special 
car. The tournament was won by 
FE. A. Freeman, son of Wm. C. 
Freeman, advertising manager of 
the Hearst papers in New York. 
The association championship 
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carries with it the Studebaker 
cup. Other trophy winners were 
as follows: 


W.E. Conklyn, Seaboard Air Line, New 
York, won Sir Thomas Dewar challenge cup; 
lowest score in qualifying round. 

J. K. Bole, Patterson-Sargent Co., Cleve- 
land, won Clarence C, Vernam trophy; runner 
up of first sixteen. 

A. E. Adams, Youngstown, won W. N. 
Lecato trophy; winner of consolation, first 
sixteen. 

C,H. Brampton, American Cereal Co., Chi- 
cago, won Leonard Tuft’s trophy; runner up of 
consolation, first sixteen. 

J. G. Batterson, Traveling Ins. Co., New 
York, winner second sixteen. 

c.R. Lindenberg, New York, won Arthur 
Ss. aes trophy; runner up second sixteen. 

F. H. Doubleday, Doubleday, Page & Co., 
New York, won consolation, second sixteen. 

P. E. Sands, Meriden, Conn., won Lord & 
Thomas trophy; runner up of consolation, 
second sixteen 

C. E. Willard, Arlington, N. J., won 
— Harvey trophy; winner third sixteen. 

Col. R. E. Carlisle, Buffalo; runner up third 
sixteen. 

_F. X. Barr, Pittsburg; won consolation, third 
sixteen. 

F. M. Presbrey, New York, won the J. W. 
Surbrug trophy; runner up of consolation, 
third sixteen. 

_John I, Taylor, Boston, winner of fourth 
sixteen. 

E. E, Andrews, New York; runner up 
fourth sixteen. 

J. J. Hazen, representing Life, Chicago; 
winner of consolation, fourth sixteen. 

H. W. Ormsbee, O’Mara & Ormsbee Spec- 
ial Agency, New York; runner up of consola- 
tion, fourth sixteen. 

E. B. Hall, New York, winner fifth sixteen, 

D. McK, Lloyd, People’s Savings Bank, 
Pittsburg; runner up fifth sixteen, 

O. B. Merrill, Youths’ Companion, New 
York ; winner of consolation, fifth sixteen. 

T. P, Moran, Washington; runner up of con- 
solation, fifth sixteen. 

J. D. Plummer, Springfield Union, Spring. 
field, Mass., winner sixth sixteen. 

_W.J. Ryan, New York; runner up sixth 
sixteen. 

W. C. Kimball, Kimball & Patterson, New 
York; winner of consolation, sixth sixteen. 

H. W. Simms, Frank Presbrey Co.; runner 
up of consolation, sixth sixteen. 

Freeman, won Rudolph Klybolte 
omy, best gross score in qualifying round. 

S. T. A. Loftis, Loftis Bros,, Chicago, best 
score in ques round, 

L. T. Boyd, Journal, Milwaukee, best score 
in handicap. 

William Jones, Painter-Tobey-Jones, Chi- 
cago, best net score in handicap. 

H. Tobey, Painter-Tobey-Jones, Chi- 
cago, second best net score in handicap. 
unstan Collins, Chicago, third Tost net 
score in handicap. 


On Wednesday night, July 10, 
the association attended a dinner 
as guests of the Cleveland Ad- 
Club and the Leader, Press, Plain 
Dealer and World-News. As a 
recognition of the splendid man- 
agement of the organization 
since it was started the old 
officers were re-elected, 
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DEATH OF CHARLES  E. 
' HORN. 


Charles E. Horn, publisher of 
the Western Monthly, and treas- 
urer of the Horn-Baker Adver- 
tising Agency, Kansas City, Mo., 
died at his home on the afternoon 
of June 23d, after an illness of 
three weeks, from typhoid fever. 
Mr. Horn had been the publisher 
of the Western Monthly since its 
inception, and enjoyed a wide ac- 
quaintance among _ advertising 
men generally. He was 26 years 
of age and is survived by a 
widow, parents, three brothers 
and a sister. He had lived in 
Kansas City eleven years. It is 
said that his death affects in no 
way the standing of the Horn- 
Baker Agency. 


AD MEN AT THE EXPOSITION. 


“ Advertising Day” at the Portland 
Exposition, July 12, was a great suc- 
cess, being observed by advertising 
managers, publishers, etc., from all 
parts of the Pacific Coast, as well as 
from Honolulu, Chicago, and other 
widely separated places. After a busi- 
ness meeting the convention gave it- 
self up to technical papers, which were 
extensively discussed. The _pro- 
gramme began with a paper by Frank 
L, Merrick, manager of the Exposition 
Press Bureau, outlining the publicity 
methods of the exposition. Rinaldo 
M. Hall, president of the Portland, 
Ore., Ad Men’s League and advertis- 
ing manager of the Oregon Railroad 
and Navigation Co., following with a 
splendid paper on “Transportation and 
Colonization Advertising.” “ Adver- 
tising Opportunities of the North- 
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west,” was ably handled by C. V. 
White of Seattle, Wash. Numerous 
products and subjects for national ad- 
vertising were pointed out, including 
salmon, hops, lumber, colonization and 
transportation. W. A. Beard of Sacra- 
mento, Cal., told of the colonization 
work carried on by the Sacramento 
Valley Development Association, 
of which he is secretary, talking from 
the subject “Advertising a Factor in 
the Development of aCounty. J. A. 
Filcher, one of the commissioners from 
California to the exposition addressed 
the convention on the results of adver- 
tising achieved by exhibits at World’s 
Fairs. The talk was most interest- 
ing and instructive, as Mr. Filcher has 
also represented California in exposi- 
tions at Paris, Hamburg, Chicago, 
Buffalo, Atlanta and other cities. A. 
E. Sheldon, of the Sheldon School of 
Salesmanship, ‘Chicago, made an ad- 
dress on “Advertising in the Science 
of Business Building.” His reception 
was most enthusiastic. This was fol- 
lowed by an address on “Salmon Ad- 
vertising,” by G. Schoof of San Fran- 
sisco, prepared after exhaustive study 
and covered the topic very fully. H. 
C. Whittier. of Portland, talked on 
“Dry Goods Advertising,” making 
many telling points gleaned from many 
years of experience in department 
store work, “Clothing Advertising, 
Past, Present and Future” was ee 
handled by N. L. Shafer of Portlan 
Allan Dunn of San Francisco read a 
practical paper on “Booklets for Hotel 
Advertising.” Tom Richardson, mana- 
ger of Portland Commercial Club, 
prepared a paper on “Result-Getting 
State Advertising,” which was read by 
Emmett C, Brown. “Planning the- 
Campaign” by C. C. Chapman of Port- 
land was pleasing and instructive. 














The greatest harm that has ever be- 
fallen advertising as an honest business 
force—is the practice of swapping space. 
In this pernicious process somebody is 
always outwitted—premeditatedly. 


C. J. Z. 
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A WARM PROPOSITION. 


Tabasco sauce, the well-known 
condiment, which has been ad- 
vertised in magazines recently, 
has an interesting history. This 
fiery preparation is made by the 
sons of E. Mcllhenny at New 
Iberia, in Louisiana, 125 miles 
west of New Orleans. Some time 
in the last century, before the 
Civil War, a peculiar kind of 
pepper was imported from Ta- 
basco, Mexico, by the elder Mc- 
Ilhenny, a rich planter of New 
Iberia. Something in the soil or 
climate of that parish of Louisi- 
ana gave this pepper a distinctive 
flavor, just as the soil and climate 
of St. James parish produce the 
famous Périque tobacco, Mr. 
MclIlhenny perfected a_ sauce 
for his own use, with the Tabasco 
pepper as a basis, and the product 
soon had quite a reputation local- 
ly. Its fame spread to New Or- 
leans, and he was urged to place 
his sauce on sale in that city. For 
some years, it is said, he refused 
to engage in what seemed to him 
a truckling business, but finally 
consented in 1868, when con- 
vinced that many people had 
learned to like the satice. A New 
Orleans jobber who had the har- 
dihood to suggest that it be called 
“McIlhenny’s sauce,” as a distin- 
guishing name, incurred the ill- 
will of the old gentleman. But 
a name was necessary, so he be- 
stowed upon it that of the Mexi- 
can State from whence the pepper 
had been brought. 

From that time forth the fame 
and sales of Tabasco steadily 
grew without promotive work of 
any sort. The elder MclIlhenny 
has been dead a good many years, 
but his four sons, Edward A., 
John, Rufus and Paul continued to 
make it, following the process of 
their father, which is a secret one. 
The Tabasco peppers, after being 
picked, are stored three years in 
air-tight hogsheads, gaining fla- 
vor with age, and from them the 
essence is extracted and put up in 
the typical little bottles. Visitors 
to the South introduced the con- 
diment into New York. Philadel- 
phia, Boston and other Eastern 


cities. An organization for push- 
ing sales through wholesalers and 
jobbers was then perfected, and 
by dint of this the manufacturers 
have placed Tabasco not only in 
practically every dining car, 
steamship, hotel, club and café in 
the Eastern States, but in many 
foreign countries. The name has 
become famous all over the 
world, and numerous imitations 
have sprung into existence from 
time to time. The latter, how- 
ever, seldom have any success un- 
less they infringe the name, and 
because of property rights that 
have grown up around the use 
of the word “Tabasco” the Mc- 
Ilhenny family has been able to 
suppress dozen of imitations, some 
of which have been put out by 
prominent jobbers. 

Tabasco’s advertising, which 
has appeared in a list of forty- 
two magazines the past year, is 
comparatively a new move. The 
object of the manufacturers is to 
place Tabasco in homes, for 
strangely enough, though the 
sauce is familiar everywhere in 
public places, it has not yet been 
brought into wide request among 
housekeepers. In view of the 
popularity of | Worcestershire 
sauce in homes, Tabasco would 
seem to have a fine future before 
it in this untouched territory. The 
price of Tabasco seems high com- 
pared with other condiments, fifty 
cents being charged for the small 
bottle. But as a bottle lasts a 
family fully a year, it is really 
cheap. In addition to its value as 
a condiment, Tabasco is often 
used in cases of cramps and simi- 
lar troubles, and is said to have 
a stimulating effect on the diges- 
tion. The advertising copy has 
thus far been confined to illus- 
trations of the bottle, and general 
statements of the value of Tabas- 
co for soups, oysters, salads, 
clams, fish, lobsters, gravies, 
chops, roasts, etc. A receipt book 
is mailed to inquirers, but thus 
far the printing of receipts in the 
advertising has not been resorted 
to, nor has any distinctively home 
argument been used in the ads. 
The use of receipts in the ads 
would seem to be advisable, 
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Advertisements. 


Al advertisements in “ Printers’ Ink” cost 
twenty cents a re for. each insertion. $10.40 a 
line ver ry Five per cent discount may be 
deducte fy". for in adrance of yz ubli- 
cation and cent on yearly contrac 


asked for an advertisement. an pra Eg 
double price will be demar be demanded. 


WANTS, 


DVERTISING NOVELTIES sit. Submit 
a and particulars. ” care — i. 


Lf at 
Ts Hornelisville, N.Y. w MORNING 1 TIMES & the 
past 10 months 1s 4,369 copies. 


PRinzine firm wanted = partnership, pub- 
lish live Fanciers Journa). Address FUR, 
FIN AND FEATHER, Groton. Conn. 


UBLISHERS of dailies in cities of 25,000, want- 
ing hustlers for advertising on commission 
beets. — F. C. FARRINGTON, 2% Gold 8t.. 


‘THE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


abe INS open wy ° 


orkers in te for 
booklet PERNALD'S sEWs WSPAPER MEN'S EX. 
ANGE, 368 Main St., Springfield, Mass. 


osc TYPE—A Cyclopedia of veer 

ae for the Non-Printer Adver- 
tising Man; typewise”: 64 p pp 50c. postpaid; 
ag’te wanted. A.8. "CARNELL, 1 Nassau St., N.Y. 


aaaceo newspaper manager, editor, 
adv jalist and — writer, 
— to to Florida em or Southern Cali- 

rnia. ave you an: — ha offer! J.C. 
PREUND, Colorado Springs, 


VERY ADVERTISER ana and tite dealer 
should read THE WESTERN MONTHLY, an ad- 
verttene’s pity Largest a ofany 
edvertaeg journal in America. mple copy 
free. ESTERN MONTHLY. 819 Grand 
Ave., sae City, Mo. 


I. gy ye MAN, twenty-four years old, 
be open for’ position in advertising 
department of first-class dry goods, clothing or 
pan house after August 18. Middle South 
. Alreferences. Address ‘* TEMPER- 

NTE, ” care 8. & I. Lyons Co., Vincennes, Ind. 


WELL-EDUCATED young man of some ex- 
perien yey 3 to assist in preparation of 
salary ting copy opportunity for advancement. 
ut opportunity for advancemen' 
Address with imens of work done, "AD SER- 
VICE DEPARTMENT,” of The Gallison ah Hobron 
Co., 13 Astor Place, New York. 


ROUTIVE CLERICAL. ee RICAL, AND 
ESMAN POSITIONS—We want men 
o 











ition you desire. Offi 
»DS _(inc.), Brain Brokers, Suite 511, 309 
Soenlwer. New York. 


YOUNG MEN AND WOMEN 





advertisers, blished "weekly at 10 Spruce St. ° 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the ie PRINT- 
RRs’ INK is the best school for advertisers, and it 

reaches every week more employing pone be a 
than anv other publication in the United States. 


ANTED—Clerks and - with common 

school educations on! — Wish to qual- 

ify for reaay positions at week and over, to 
— oo 98 of m: ner Laos copped ona Mitr 
endorsemen ing con - 
by oP graduate filis $8,000 place, another 
any numter earn $1, The best 

py aan ter in New York owes his suc- 
a few months to my teachings. De- 


mGnonor BT COWELL. Advertising and Busi- 
ness Expert, 1467 Temple Court. New York. 


DWRITER and advertising manager wan 
osition. Wide po opens < dierent 


lines of merchandise and practi ed 
house experience. Character and ability back 
by highest references. Address 

Printers’ ink. 


Advertising Solicitor 
Wanted. 


Young Man of Personality, Good Ad- 
dress, and newspaper experience in 
business and advertising department. 
Do not a) “all unless you have filled 
aoa successfully. Address 

. O. Box. 5421 in. 








Solicitors 
Wanted. 


Three or four active, 
up-to-date solicitors 
wanted for list of papers; 
those having experience 
on wide-awake dailies 
outside of New York 
A splendid 
opportunity for men that 


preferred. 


have brains and are will- 
Address, 
stating experience, quali- 
fications, etc., ‘‘A.A.A.,” 
Printers’ Ink. 


ing to hustle. 











POSTAGE STAMPS, 
8. or Canadian; ship c.o.d. R. E, ORSE 
U. broker, R. 6, of “! tin 


Dearborn St , Chicago, 11]. 


—_+o>—__—. 
POST CARDS, 


~~" TONES —= from photosrs 


hs of ho- 
local views, business Sailings. ote .. 


suitable for printing 7. A. ‘Also x. 


rea Prices 
TANDARD. 61 Ann St. N. Y. 


$ 
1 


samples furnished. 


eS on es 
MAILING MACHINES. 
sa DICK MATCHLESS MAILER. 
uickest. Price .. F. J. VAL INE, 
ans ermont S8t., Buffalo, N. Y. 
a 
COIN CARDS, 


PER 1,000, Less ror more ony pesnctag. 
THE COIN WRAPPER CO., Detroit 
rinti 
eon, Ta. 


5000 sich Soin Satier*Ce., A 
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FOR SALE. 


RSALE—Chalk Plate Engraving Outfit, 
i. ee H. L. WESTCOTT, South Butler, 


| ap SALE.—Thorne types tepentiing machine, 8- 
£. DAMBLY, Skippack Pa. 


$5,00 26S eee ee <4 


See Sy go 


ahr bu: = aie list and busi- 
A oot ablish ine hey news- 
land office 





amas a AGENCIES. 
(CORMAN | AGENCY: 1 “NOY. 1 Madison Ave.. N. Y. 
Medical journal advert advertasing cusbenively. 
GioWDEN GATE ADVERTISING CO., 3400-3402 
nth St., San Franc <n Age Cal. 


Deere “Advertisi 
St., N. ¥. Private wires, Sion. Mhidin ove. 
MRE H.L IRELAND ADVI ADVERTISING AGENCY 

Handles but one business of a 
925 Chestnut Street, Philadelphia. 
eg ty co. hav! ~ 1895. Los 
California, . Newspaper, 
* magazine, trade paper adver anion. 
OUR ADVERTISEMENT in 43 Magazines for 
the price of one. Investigate. 
ACME AD AGENCY, 448 Seventh Av., Bklyn,N.Y. 
IONEER apne CO., Honolulu—Cos- 
mopolitan pop n makes our six years’ 


experience s, billboards, 
walls, distributing, sailing I lists. 
Ava FRANK & CO., & ye ——¥ Street, N. Y. 

General Advertising’ Age Established 
1872. Chicago. Bosto iejelphia. Advertis- 
ing of all ieinds placed in every part of the world. 
ARNHART AND SWASEY, San Fran 

west ay ok Chieago; 


employ 60 
people; save adv advising judiciously 
newspapers, billboards. walls. cars, distributing. 


T'S surpri: how much can be done in Can- 
ada with a few rs well chosen and used 


$0 hast odventers. e solicit correspondence. 
THK DESBAKATS ADVERTISING AGENCY, 
Ltd., Montreal. 








a. . 
MAIL ORDER. 


ARUP ACSUREES ¢ and mail-order 
literature, palegnes, etc., to men Non 
SUPPLY Co., Franklin, Va. 
AIL-ORDER ADVERTISERS—Try house to 
advertising; it will pay you big. Our 


-order buyer. You can reach 
From on whos — see a ead. foam of any Gescription 
other. When once 





men + deliver 
direct to the 


tee igs service. + : 9 wSiteived, 

lence le 
NATIONAL ADVERTISING Cvo., 700 Oaklan: 
Bank Building. Chicago. 


——_ 2. 
DISTRIBU: an G 


gy tye through | of 
—— ae 
Mies N.C. a Mind's. was tested five years a age 
by a trial order ie F dleerbution in a 62 AH 
by the Pinkham Medicine Co. ; their books 
are di cae "throughout = 
Boutheast by the Bernard A rrr You 
learn the pa from 8. BERNARD, 
Savapnah, Ga. a 


SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERs’ MAGAZINE. Circu- 
lation 17,500 (@@). %3 Broadway, New York 





CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circo. 
lation 17,500(@@). 253 Broadway, New York. 


PRINTERS. 


oo Write R. ee. Omaha, 
Neb., for copyright loag lodge cut catalogue. 


E pens cata) rues, booklets. circulars, *, 
wall kinds, W rite for — 
BLAIR PTG. PTG. Cv., 514 Main St.. Cincinnat, € 
ts ES 
ADVERTISING MEDIA, 


Ae GUIDE, Newmarket, N.J. A 
qaest will will bring sample copy. 


ARDWARE Lg ALERS’ MAGAZINE Circu- 
lation 17,500(@@). 253 Broadway, New York. 


HE EVANGEL. 
Scranton, Pa. 
Thirteenth year; 20c. agate 
NY person advertisiog in PRINTERS’ INK to 
the amount of $16 or more is entitied to re- 
ceive tne paper for one vear 
Re: Lowel hot in Sree | and Central Miami 
RECORD. ‘ae 
daily. Bans ‘directly 800 homes in city 
alone. Read by women. Rat "Rate, 27c. line, J, 


05 4) CHATTANOOGA PRESS, Chat- 
tanooga. mn., 92.152 circulati 





PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman a nga York City. 
Coated papersa specialty. Diamond B Perfect 
White for high-grade catalonues. 
ADWRITING. 
I°= CUTLER, WRITER OF ADVERTISING. 
Box 2312, Boston, Mass, 
——+o»>——_— 


PRINTING. 
RINSIRO—Bevetenee, Billheads, Cards 
2 ne Sea $1.30 per 1,000" up. our 
MERIT PRESS, Bethlehem, Pa. 
—_ ——+e+—____— 


CEDAR CHESTS. 


OFS E008 Cotnr Ghent -Madoot trearant 
Southern red cedar and absolutely proof 

Prices low. Send for booklet. 
DMONT FURNITORE CO.. Statesville, N. C. 
— ++ 


PREMIUMS, 
Resas coods ak trade builders. Thou- 
& sands of 


ol ve premiums suitable for 
blishers and others from the for — makers 


pa 
and wholesale aeaiers ns oe kindred 
lines, 500-page list lustrated c: a. 
lished annually, fesue now reads; 
F. MYERS CO. tw. and 49 Maiden Lane, N.Y. 


+> 





ADDRESSING MACHINES. 
Ba >oumeino MACHINES—No type used in 
Wallace stenci) adaressing machine. A 
stem of addressing used by the 
ers throug! untry. Send 
e 

re 29 Murray , New York. 

i310 Pontine Blig. 358 Dearborn 8t., Chicago, Ill. 


=e STANDARD AUTO AD ADDRESSER is a high 
speed addressing —,. run b; 


B.F JORANB &OD.. 
123 Liberty St., New York. 


BOOKS. 


= lag FHAT PROTROT_ book mailed 
R. 8. @&A. Lac ip Ravent and 
Veshintn 


Established 1 


‘tO bet fet OP oe Oe oe 
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aaa ge 


E make the electrotypes for PRINTERS’ INK. 

We dothe een S for some of the 
largest advertisers in the coun’ Write us for 
rices. WEBSTER, CRAWFORD & CALDER 45 
Rose 8t., New York. 


HALF-TONES, 


Syer arse HALF-T« a. 
2x3, 76c.; 3x4, $1; 4x5, $1.60. 
ee oe a 1 eash "accompanies the order. 


Send 
ENOXVILLE ENG RAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions, 10 square 
inches or smaller, delivered prepaid, 75c.; 
6 or more, 50c. each, Cash with order. s 
upasreper screens. Service day and - 
L for circulars. Refereness | furs ished. ae. 
jews; r process-engraver. . O. Box 815, 
Philadelphia, Pa. 


—_—_— er 
DESIGNERS AND ILLUSTRATORS. 


a. illustrating, | 
Hing On ary STU lit) 
ing. "TH K,N 


LEY 
—_+oo——__—_—_ 
CARD INDEX SUPPLIES. 


py td all we ane. B Bg are right. 
Sample sets and rae oe 
DARD INDEX CARD. COMPANY. 
Rittenhouse Bidg., Phila, 


engrossing, illumi- 
ogra hing, art print- 
STUDLO. Bway, N. Y. 


SUPPLIES. 


D. WILSON PRINTING INK Cv., Limited, 
e of 17 Spruce 8t., New York. sell more mug- 
= cut inke than any other ink bouse in the 


“Special prices to cash buyers. 
———_+o>— —_——_ 


PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 23 Broadway, New York. 
te 
ADVERTISEMENT CONSTRUCTORS. 


H. K. STROUT. 
Inexpensive odvertiet that bri results 
Address him, 2421 h St., Philadelphia. 
Pg msg Goma — rly service for 
inte! write f 


than 3c. a day. ‘or 
Booklet. HOPKINS CU., 1 E CU., t East 42d St., N. Y.~ 
ps! lompeet writers 


QUR STAFF designers 


make a 2 advertisement « nt OF Four bo booklet 

ramercy, 

R c.G BEE. Flatiron ‘Burlding, New York. ” 
of the 

might 

- Jag! J a ty will gladly mail you acopy 


of it— 
No. ‘a. FRANCIS L MAULE,4 402 Sansom St.. Phila. 


Os that advertise 


ERNEST C WHITE 
LIBERTY NY 


Suggestions that stick; and act. 


a recent 


PERHAPS 
circular of mine, treating o 
iit ities of the ” bay low Up Letter, 








DO YUU EVER 
need a series of really tactful business let- 
ters! Letters withouta tinge of bombast, “ 
someg or beggingin them! Letters that simply 
tell <a good, strong. probable , after an in- 
teresting, self- 


sto 
ashion t wins con- 





air” that cell their sory FULLY and then sTo! 
I Groneny om suspect myself of ~+y able to balld 
suc! 
No. 44. ePANCIO Lt MAULE, 402 Sansom St., Phila 
peal er Roatan 


IMITATION TYPEWRITTEN LETTERS. 
gi aa ge Jrpewricten 1 Letters, - onal Quan- 


100, 
a ed sha, 81.9, propel id. Write for booklet 


iS CO., 1 E. 42d 8t.,N. ¥. 
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TRADE JOURNALS. 
AKDWARE DEALERS’ MAGAZINF. Circu- 
lation 17.500 (@@). 253 Broadway. New York. 


66 RAl Estate.” amsterdam, N. ¥.. circu: 
» jation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month. 


——_—__+o+— -—— 
ADVERTISING NOVELTIES. 


Awe wanted to sell ad novelties, 2% com. 
3 samples, 10c. J.C. KENYON, Owego, N. ¥. 
OP ment Paper Weights wv with your advertise- 
— re soe per 1%. Catalog adv. novelties 

IS BUTTON CO., St. Louis, Mo. 


Noveurr Salesmen—Add our line to yours. 

enty per cent and a mo arp maker. Sam- 

les } ay the aski: ®PON IVERSAL NOVELTY 
O., 924 Elm St., Toledo, Ohio. 


all large cities. 


Color Barometers. 
maiied in 6 ——. 
1.000. incindi: 
FINK & SON, 51 ay ri 


PUBLISHING a aged OPPORTUNI- 





The latest nov- 
elry. as ond 


» penny postage. 
Send | 10c. for campie. 
io Chestnut, Philadelphia. 


Want to owna great New York 
Magazine 

Covering important special 
field ? 

With $40,000 and publishing 
ability, 

A $200,000 property can be 
built in short time. 

It is a splendid opening 

To develop an extensive prop- 
erty, 

In one of the few attractive 
lines 

Not yet properly covered. 

Correspondence from respon- 
sible parties 

Is earnestly solicited. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


TIN BOXES. 


+t. ti 





} bes ‘ou have an p neney 
wills sell more and ge -y~ ¥ for 
—-. 4 tin boned havea a ria ea 
ance, don break, are are handy. 
contents, You can ny in one bail er gross lots and 
at very low prices, too. are the folks who 
make the tin boxes for ceaanesin Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh Food. New-Skin, 
and, in fact, for most of the “big ig guns.” But we 
pay Just as much attention to the ‘ mp fellows.” 
er send for bg new ill catalog. 
contains lots of valuable = Ea and = 
vee. Amrita w tmnt aad et NY. 
erona Stree rooklyn, N. o iene 
maker of TIN BOXES outside the Trust. 
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THE STREET RAILWAYS ADVER- 
TISING COMPANY OF 
NEW YORK. 


The Street Railways Advertising 
Company which was incorporated in 
February, 1905, is a consummation of 
this tendency toward simpler conditions. 
The new company is a clearing house 
for all the general street-car advertis- 
ing, excluding only the purely local ad- 
vertising which goes into the cars of 
the majority of the towns and cities 
throughout the United States, Canada 
and Mexico. The various lessees of 
car space of these towns and cities 
have organized so as to operate, so far 
as their general advertising goes, from 
a central office in the Flat Iron Build- 
ing, New York City. The establish- 
ment of this central street-car advertis- 
ing office is an outgrowth of the same 
conditions which made the general ad- 
vertising agency a necessity—a complex 
situation which required facilitating 
methods. Under the new management, 
the details of all dea.ings with indi- 
vidual towns are systematically handled 
by this one general office, which directly 
represents all the individual lessees of 
car space. 

When the plan for a more thorough 
systematizing and unifying of general 
street car advertising went into effect, 
the Street Railways Advertising Com- 
pany looked about for a capable adver- 
tising man to direct and systematize 
its large and increasing advertising in- 
terests. The selection was Mr. Thomas 
Balmer, who has for the past few years 
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directed the advertising affairs of the 
Butterick Trio. Under Mr. Ba'mer’s 
management the new Company will 
offer the street-car advertiser the most 
complete and most systematically con- 
trolled system of street-car space that 
has ever been organized. 

For rates, details of equipment, num- 
ber of passengers BaF etc., etc., in 
any of the majority of towns in 
Northern America, the general adver- 
tiser simply app‘ies to the Street Rail- 
ways Advertising Company, through 
whom all contracts will be made. Rates 
and terms have been fixed and stand- 
ardized, and service checked and guar- 
anteed. 

If the street-car advertiser wishes 
assistance in the preparation of his copy 
he can have the help of the best street- 
car copy men in the country who have 
been employed by the Street Railways 
Advertising Company to give this 
assistance. 

The officers of the Street Railways 
Advertising Company are as follows: 
President, Chas. A. Fish, pres. Geo. 
Kissam & Co.; vice-presidents, Dela- 
van Smith and S. T. Carnes; treasur- 
er, Barron G. Collier; secretary, F. S. 
Bruen. 

a 


A macuine for making the wire 
frames of women’s hats is shown in 
a very commendable booklet from the 
Totem Machine Co., 656 Broadway, 
New York. It is handsomely printed 
and the pictures admirably take 
place of cumbersome descriptions. 


the 











PATIENCE 


There is an old saying that an ounce of patience is worth a pound 


of brains. In my eleven years’ experience selling inks to the print- 
ers of this country I have found that “ Patience” is unknown to a 
large majority of them, They have lots of brains as far as the 
mechanical end is concerned, but their business qualifications are 
sadly lacking. In the first place, most of them start with a plant 
that is far too large for their needs, and in their eagerness to keep 
the wheels moving, take work at ruinous prices, always with the ex- 
pectation of making up the deficiency on the next job. They buy 
from every Tom, Dick and Harry that will give them credit, never 
considering whether they need the goods or whether the price is 
higher than usual. At the end of the year their balance sheet is a 
disappointment, and they are unable to understand how it hap- 
pened. My customers are content to start with a small outfit and 
have the patience to grow as the business warrants, They pay cash 
for what they buy and at the end of the year havea clean siate. 
Now is the time to compare my prices with what you have been 
paying for inks on credit. When my goods are not found up 
to highest standard of quality, the money is refunded along 
with the cost of transportation. Price list mailed on application. 


ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 
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We want to hear from 
the Manufacturer who 
feels that last year’s ad- 
vertising was notsogood 
as it should have been. 





F you—personally—feel that you are entitled to 
better illustrations, better copy and _ better 
results than those of last year, a little correspond- 
ence with us, just at this time, would be interesting 
and valuable to you. We possess the facilities and 
the organization to enable us to study your proposi- 
tion just as a high-grade salesman would study it 
before going out to the trade, meeting with the 
toughest kind of competition, and selling your goods 
in larger quantities and over a broader field than 
ever before. We have no hobbies and no crank- 
isms—our only excuse for ‘existence and success is 
our ability to make advertising that sells goods, Our 
work is making business history—not because it is 
weird or startling, but because it “delivers the goods” 
in the homes of the consumer. The Fall season is 
almost upon us—don’t put this important matter off. 





THE GEORGE ETHRIDGE COMPANY 


Thirty-three Union Square, New York City. 
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Bumper Crops and Business. 





The part played by the big farming States in shaping the pros- 
perity of general business is appreciated to the utmost by the great 
banking and transportation interests of the country, but the aver- 
age citizen has little idea of the extent to which the farmers of 
the corn belt and contiguous territory contribute to the general 
swing of the commercial pendulum. 

As the soil of Agricultural America responds to the husband- 
man’s labor so does the tide of bank clearings rise or fall.. When 
the farmers of the great Middle West crowd the rail and water- 
ways with the products of a generous harvest, the wholesaler of 
merchandise and the country retailer know to a certainty that a 
great broad market for everything utilized in the homes, stables, 
fields and feed-lots of the richest farmers in the world is assured. 

Up to the present writing there is every promise of a magnifi- 
cent yield of grain and a heavy subsequent marketing of live stock 
for 1905. The outlook for fall and winter business among those 
who have goods to sell to the prosperous agricultural population of 
the great farming and stock-raising States is as rosy as the most 
optimistic could wish. And it is marvelous how the needs of the 
well-to-do dwellers in the country have in recent years expanded. 
A series of bountiful crops sold at paying prices, the extension of 
good roads, the spread of the telephone service, the rural free de- 
livery of mail, the ever-spreading network of inter-village trolley 
lines, all contribute to put the up-to-date farmer’s household upon 
a footing where the family and farm necessities combined are 
vastly in excess of those of their town and city kinfolk. 

The up-to-date farm home is the freest buyer of general mer- 
chandise in our midst at the present time, and the farmer and 
stockman in this year of renewed prosperity, A. D. 1905, ‘“‘ has 
the price.” 

Surely no country under the sun was ever so blessed in a mate- 
rial sense as is the United States, through the sustained and ever- 
growing buying power of those who own the soil of the banner 
farming States. Their income never fails. They are always in the 
market. They are not dependent, as are most other folks, upon 
somebody else’s pay roll. They dig up their unfailing store of 
money at the roots of their blue grass and corn and wheat, and its 
quickening influence is felt in every avenue of commerce in every 
part of our country. 

Agriculture is America’s greatest specialty. Her farmers are 
becoming bankers and loaners of money. They are to-day the 
vital motive power of the American business world. In every- 
thing, therefore, that pertains to their well-being every business 
man has a. keen personal interest. Watch the deposits of the 
Western banks this fall and winter, after the contents of the 
season’s ‘‘ horn of plenty” has been converted into cash. 

(See opposite page.) 
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Farm Papers of Known Value 





Ohio Farmer, 
CLEVELAND, 0. 


Guaranteed circulation 100,000 
copies weekly. In profitable re- 
sults to the advertiser; in paid 
in advance circulation and in 
volume of business carried, it is 
the leader of the weekly agricul- 
tural press of America. 


Michigan Farmer, 


DETROIT, MICH. 
Guaranteed circulation 53,000 
copies weekly, A paper that is 
edited exclusively for the farm- 
ers of Michigan. Has more cir- 
culation and influence among 
the rich farmers of that State 
than any other paper published. 





Wisconsin 

Agriculturist, 

RACINE, WIS. 

Guaranteed circulation 45,000 
copies weekly—practically all in 
Wisconsin. You can’t get Wis- 
consin trade without it. Itis 
known to bea money-maker for 
its patrons. 


Hoard’s Dairyman, 
FORT ATKINSON, WIS. 


Guaranteed circulation 40,000 copies 
weekly. The leading authority in the 
English language on Dairying. The 
dairy farmer is a liberal buyer, spend- 
ing millions annually for leanelen as 
as well as necessities. Hoard’s Dairy- 
man is known to be the best paper to 
use to secure this trade. 
GEORGE W. HERBERT, 
Chicago Representative, 
715 First National Bank Building. 





Breeders’ Gazette, 
CHICAGO, ILL. 


Guaranteed circulation 65,000 
copies weekly. It is the stock 
farmers’ newspaper. Through 
its columns you can secure the 
very best kind of country trade. 
Its subscribers include the very 
wealthiest class of country busi- 
ness men. 


Wallace’s Farmer, 
DES MOINES, IOWA. 


Guaranteed circulation 40,000 copies 
weekly. The only farm paper in lowa 
that requires py in advance for sub- 
scriptions, and stops when the time is 
up. It will bring you more Iowa 
trade than any farm paper published. 


GEORGE W. HERBERT, 
Chicago Representative, 
715 First National Bank Building, 





Farmer, 


ST. PAUL, MINN. 


Guaranteed circulation 85,000 
copies semi-monthly. Brings 
better results and carries more 
advertising than any other Min- 
nesotafarm paper, It is known 
to be the leading agricultural 
journal of Minnesota. 
GEORGE W. HERBERT, 


Chicago Representative, 
715 First National Bank Building. 





Dakota Farmer, 
ABERDEEN, SO. DAK. 


Guaranteed circulation 35,000 
copies semi- monthly.  Practi- 
cally all in North and South 
Dakota. There is no other 
medium covering this rich ter- 
ritory. 

GEORGE W. HERBERT, 


Chicago Representative, 
715 First National Bank Building. 











WALLACE C. RICHARDSON, 


Eastern Advertising Manager, 


Telephone 5561 Cortlandt. 


725 Temple Court, New York City. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ InK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Tue Bowpitcu Furniture Co., 
100 to 106 Orange St., 

New Haven, Conn., July 14, 1905. 
Editor Ready Made Department: 

Dear Sir—Your criticism in your 
issue of July 12 of “Bowditch’s Bulle- 
tin” was read with interest by your 
humb:e servant, 

The inclosed ad I ran in the Pal- 
ladium yesterday. 

Please let me read your excellent 
criticisms of it in some future issue 
of that BIG little publication commonly 
known as Printers’ Ink, from which 
I have received many items of interest 
and help. : 

Asking your pardon for taking your 
valuable time to the extent I have, I 


am, Very truly yours, 
W. L. Morcan. 


You might have saved a great 
deal of space on this ad—but it 
probably would have been at a 
considerable cost In sales. Some 
advertisers would have taken a 
couple of inches and said “$6 
Rattan Arm Chairs for $4.50,” 
and that would have sold some 
chairs, but it would have missed 
a good many people that this ad, 
with its comfort-suggesting de- 
scription, will hit in the right 
place. Anybody who reads this 
ad will have a pretty good mental 
photograph of that bargain chair, 
and if the chair matches the de- 
scription there should be very 
little for the salesman to do but 
take the money and the address 
of the customer. A good descrip- 
tion—one that covers the essential 
features of the article advertised 
—saves the salesman’s time and 
very often the customer’s temper. 
It makes sales when merely the 
printing of the old and new prices 
makes no particular impression, 
unless those who happen to see it 
actually need such a chair at that 
moment. The right sort of a de- 
scription often makes people feel 
the need that they had hardly 
been conscious of before, and 
sometimes leads them to buy 
things that they are not especially 
in need of. Of course, the cost of 
space and the possible profits— 
direct and indirect—must be taken 








into account; but it is certainly 
better to devote a_ reasonable 
amount of space to one thing, and 
sell that thing in paying quanti- 
ties, than to divide the same space 
among a number of things and 
sell but few of each through in- 
sufficient descriptions. A good il- 
lustration often saves space, but 
no illustration could convey so 
good an idea of. this chair as is 
contained in this description, 
unless printed in colors on a bet- 
ter quality of paper than that 
which is used for newspapers. 
Here is the ad: 


$6 RATTAN ARM CHAIRS 
FOR $4.50. 

Just the chair for the piazza this hot 
weather; plenty good enough for any 
room—can be used wherever a chair 
is allowable. 

Made of the best rattan—solid woven 
back—arms, back standards and shoul- 
der rest are interwoven with red in 
center—green outside, making a very 
stylish design, all corners double— 
extra supports under arms and seat— 
heavy supports securely braced make 
legs as rigid as if they had grown in 
the shape shown—the back is just the 
right height to afford the shoulders a 
comfortable support, giving relief to 
the tired muscles of the lower back— 
arms are just a delightful rest-im- 
parting height, being placed back the 
proper distance to allow the hand to 
drop sufficiently to give complete rest 
to the forearm; the finish is the best. 

Somebody is going to secure a bargain 
for $4.50. 


THE 





Settee to match $9. 

BOWDITCH FURNITURE 
COMPANY, 

100-106 Orange Street, 

New Haven, Conn. 


If This Little Verse Doesn’t Boom the 
Birthstone Business Among August- 
Born Maidens, You May as Well 
Give It Up. Put It In Your Ads, 
Mr. Jeweler, and on a Card in Your 
Window, With Some _ Birthstones 
Around It. 








August 


Wear a Sardonyx, or for 
ee 


No conjugal felicity; 
The August-born 
this stone, 

’Tis said must live unloved 

and lone. 


without 
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A. L. Remincton, Pharmacist, 
Sttver Sprincs, N. Y 
Editor Ready Made Department: 

I have a first-class pharmacy, but 
I also make a feature of my soda 
water and ice cream business. I de- 
vote considerable newspaper space to it, 
and every little while I mail some- 
thing like the inclosed folder. This 
one goes to each housekeeper in town 
in a sealed envelope. My business 
promises to double this season, 

Yours very truly, 
A. L. REMINGTON. 





With this letter comes a very 
plain, business-like, readable and 
easily read four-page circular. On 
the front are simply the words 
“Ice Cream,” and Mr. Remington 
had the good sense to say not a 
word about anything else, leaving 
blank the entire back page 
rather than detract from his ice 
cream talk with advertising of 
his other lines. He has nothing 
to say about anybody else’s ice 
cream, but tells about his own— 
what is in it, what isn’t in it—in 
a __ straightforward, convincing 
way, prints the prices and some 
interesting information about the 
filling of Sunday orders, then 
stops. When you open it, the 
whole story is right before you, 
with the prices and ‘“Remington’s 
Pharmacy” in display type. 
There’s nothing over the page to 
be overlooked. He hits those who 
want only a pint or so for the 
home table, and at the same time 
puts in a bid for the larger orders 
from church and other entertain- 
ment enterprises. The only 
things he doesn’t tell, that per- 
haps might be told to advantage, 
are the flavors furnished at the 
prices quoted, and where Rem- 
ington’s Pharmacy may be found, 
neither of which. however, is a 
serious fault, as it will be assum- 
ed, and no doubt correctly, that 
the prices cover all the ordinary 
flavors, and Silver Springs is not 
so large that his store cannot 
easily be found. The circular is 
reprinted here for the benefit of 
those who may wish to get out 
a similar one, or even use the 
same matter for a newspaper ad, 
for which it is equally suitable: 





We have a reputation for making 
fine Ice Cream. We do not use any- 
thing to cheapen or “‘fill” it; no eggs, 
flour, .corn starch or gelatine. We 





make it from cream, and know exact’y 
how to do it. We have better facilities 
this year for handling our Ice Cream 
business, and will appreciate your 
patronage, 

It is a lot of work and considerable 
expense to make a small amount of 
Ice Cream at home. We can supply you 
with any amount from one pint up, and 
deliver it to you at any time you wish. 
_ We will be glad to supply Ice Cream 
in different fruit flavors, colors, etc., 
at a slight additional cost. 

We can furnish quantities for re- 
ceptions, dances, etc., and will make 
a special price to churches or societies 
who wish to give an Ice Cream social. 

PRICES: 

Bulk: Pint, 


20€.; 
Gallon, $1.35. 
Moulds: Pint, 
4 Quarts, $1.60. 
Sunday orders will be packed and 
delivered before 10 a. m. and we guar- 
antee them to keep in perfect coondi- 
tion until 7 p. m. 
REMINGTON’S PHARMACY, 


Telephone 3R. 
Here’s a Hint for Builders. 


Grand Rapids (Mich.) 
Press. 


Quart, 35¢.; 


25c.; Quart, 4oc.; 





From the 
Evening 





A Woman Slaves 


enough without having to 
prepare the family meals in 
an unhandy  kitchen—with 
narrow, steep and awkward 
cellar stairs, and old, uneven 
floors—to aggravate her 
troubles. 
Why not give your wife 
the advantage Ps modern 
conveniences? <A few dol- 
lars spent under our super- 
vision will give you the de- 
sired comforts. We _ do 
everything in building. 
Citizens 6566. 

No charge for estimates. 
JONATHAN MARTIN & 

ANDs 

Contractors and Builders, 

Grand Rapids, Mich. 











Clock Repairing. 


F 
Haven (Comn.) a oe 


Register. 
ae 





Going Away 


If you are going away let 


us get your clocks, repair 
them during the summer and 
return them to you in the 
fall, in good running order. 

rite or phone and our 
clock man will call, 

Expert work on Hall 
Clocks, 


MONSON’S JEWELRY 
STORE. 


857-859 Chapel St. 
New Haven, Conn. 

















Wacker & Mossy, 
Real Estate & Insurance Agents. Auc- 
tioneers and Rental Brokers. 

817 Main Street, 

Lyncuspurc, Va., July 15, 1905. 

Editor Ready Made Department: 

Dear Sir—As one of your o'd stu- 
dents of the Little Schoolmaster 1 
herewith hand you a copy of the ad- 
vertisement we have inserted in the 
Lynchburg News. Any criticisms and 
suggestions you see proper to make on 
this advertisement, I will very greatly 
appreciate. Yours truly, 





Jno. Stewart WALKER. 

This ad outlines a rather at- 
tractive proposition to the man 
with a modest home in his mind’s 
eye and a hundred dollars in his 
pocket; but, without knowing 
more about the properties offered, 
I should say that the ad is a little 
too general, and that the offer 
might be made still more attrac- 
tive by saying how many rooms 
there are in the cottages, whether 
they have modern improvements, 
how large the lots are, and giv- 
ing a few of the other details that 
would naturally be of interest to 
the prospective buyer. Whether it 
would be advisable to name the 
full purchase price depends upon 
conditions that are better known 
to Walker & Mosby. All things 
considered, I believe it is a good 
ad, but I am a good deal of a 
crank on the subject of printing 
details in advertising of this 
class: 


HAVE YOU SEEN THOSE NEW 
20TH CENTURY COLONIAL 
COTTAGES 
On Madison and Seventh St.? 

No Prettier Exterior or Interior. 
No Better Finish in any House, 

No House in City like them. 
Terms $100 cash, balance on time. 
WALKER & MOSBY, 

N. B.—The best nest-egg is a good 

home. 


“Welcome Him Home to the Fireside” 
on July 5, With the Thermometer 
Registering 96 Degrees in the Shade. 
Isn't it Strange that Advertising 
Doesn’t Pay—Some Advertisers? 


Ours Have the Charm 


Welcoming him home 

To fireside happiness, the 
hours of ease 

Blest with that charm, the 
certainty to please. 

Artistic Firep'ace Mantels. 


A. K. MILLS & SON, 
Sparks St., Ottawa, Can. 
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Good One. 








Machinists, 
Carpenters, 
Bricklayers, 


and all kinds of mechanics, 
write your name in our di- 
rectory, which you will find 
in our Hardware department, 
or drop us a postal, so you 
can receive a new list of 
interesting Tools at interest- 
ing prices. 

Henry  Disston’s Saws; 
the genuine; fu:l guaran- 
teed; all sizes, $1.19. 

“little joe’s’” Saws; equal 
of any made; all sizes; full 
guaranteed, 98c. 

Mechanics’ Pencils; best 
imported; extra heavy lead. 
Each, 3c. 

Chisel Sets, comprising 12 
extra-fine, best grade chisels 
and handles, in hardwood; 
worth $5, $3.98. 

“LITTLE JOE’S,” 
Baltimore and Howard Sts., 
Baltimore, Md. 

A SPLIT OF CLARET 
FREE. 





A Good One From 


(D.:C.) Siar. 











Take a “Shower” 


at least twice a day during 
warm weather and you 
won’t mind the summer’s 
heat. A “shower” is the 
most delightful, most invig- 
orating part of the bath. 
Quite a variety of “shower” 
appliances are shown here 
and all are _ reasonably 
priced. 

Needle Spray Hand 
Showers, $1.50. 

Full-size Nicke!-plated 
“Shower,” with duck cur- 
tain. You can put it up 
yourself. Price, $9.50. 
Remodeling and plumbing. 

No better time than the 
present to have the plumb- 
ing put in perfect order, 
and no better remodeling 
work can be done than the 
work executed by Shedd’s 
specialists. Ask for esti- 
mates. 

In many instances, when 
only a new tub is required, 
the entire cost of instal'ing 
a Porcelain-lined Bath Tub, 
with nickel trimmings, does 
not exceed $35. 

S. S. SHEDD & BRO. CO., 
432 Ninth Street, 
Washington, D. C. 

















“Little Joe’s’” Ideas, and a 





the Washington 
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A Short and Decidedly Pointed Sav. 
ings Bank Ad, From the Des Moines, 


(Ia.) Register and Leader. 





Who takes care of the free 
and easv ones after they 
have spent all? 

There is only one sane 
way—save money as you 
earn it. 

Let your savings work 
too. Four per cent interest 


at 
DES MOINES SAVING 
BANK, 
N. W. Cor. West Fifth and 
alnut, 


Des Moines, Ia. 











A Good Way to Get Rid of Things is 
to Put a Low Price on Them and 


Tell the Truth About Them, as 
Bayer Does in This Ad from 
Binghamton (N. Y.) Press. 





50 Cents A Pair 


For ladies’ $2, $2.50 and 
$3 Shoes. Out of style, ot 
course, and small size, but 
they make splendid house 
shoes for women with small 
feet. They’re going fast 
and will last but a few days. 
There is nearly 500 pairs ai 
told. 
Come quick if you want a 
pair, 

Sizes, 1 to 4; widths, A 
to E. 

BAYER, 
No. 44 Court Street, 
Binghamton, N. Y. 





A Timely Telephone Ad From 
New York Times. 


Mr. 
the 


the 





Everything By 
Telephone 


is the rule this hot weather. 
; Blistering heat and streets 
4 like a furnace make people 
; stay indoors. Those with 
telephone service find that 
they are abe to carry on 
their affairs by telephone 
and keep cool. 

With a quarter of a mil- 
lion telephones in New York 
and vicinity, they are able 
to reach everywhere and get 
anything they may desire, 

f you have a telephone, 
use it; if you haven't, get 
one. 

For rates call Contract 
Dept. go1o Cortlandt. 
NEW YORK TELEPHONE 
COMPANY, 

15 Dey Street, 

New York. 
























a 


Concern at 


Store Hed Published by 
‘aylor, Texas. 








Trades Day 


This is to be a regular 
event and no matter what 
the weather may be, the day 
following the first Monday 
in each month will be 
Trades Day. 

The prizes will be ten 
dollars in trade for next 
Trades Day. $5 in trade to 
the family coming from the 
greatest distance to our 
store, and $5 in trade to the 
farmer bringing into town 
the biggest load of people. 
These prizes are _ worth 
working for. Tell your 
friends about it. 
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From “Marse & Co.’s Store News,” 


that 


Martindale Always Uses Enough Space 
Say His Say in a Telling Way, 
As in this ad From the Philadelphia 
Bulletin, 


to 











Martindale’s 
Royal Claret 


To every purchaser of a 
do lar’s worth of goods in 
our winé department to-day 
or Monday we will give a 
split of our Royal Claret 
Free, 

What’s a split? A bottle, 
so-called, that holds half a 
pint. We sell ten of them, 
filled with Royal Claret, for 
a dol‘ar, to help you econo- 
mize on your claret bills. 

The best claret soon spoils 
if long exposed to the air. 
The better way to buy it is 
in quantity; then do your 
own bottling. Buy a gallon 
of Royal Claret (a gallon 
equals 16 splits) for 72 cts. 
And if you have the splits 
to pour it into, you are get- 
ting it for 4% cts. the split, 
a saving of 5% cts. on each. 

Royal Claret is more than 
a delicious table wine, it is 
a sensible tonic. It is made 
from the pure juice of lus- 
cious grapes, consequent y 
it is a natural blood purifier. 
It cools it, too, and rids it 
of impurities. 

Royal Claret may be put 
to hundreds of uses in mak- 
ing frozen deserts where a 
light wine is called for. 
You’d better have us send 
you a 25c. bottle. 

postal to us brings you 
any quantity, if on our 
wagon routes. We de‘iver 
in Camden. 


THOS. MARTINDALE & 
COMPANY, 
Tenth and Market, 
Phi'adelphia. 
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BY GEORGE ETHRIDGE, 





CRITICISM OF COMMERCIAL ART 


Taxidermy having been added 








SPORTSMEN 





E CAN teach you by mail to cor- 
rectly mount your fine specimens of 

game. Now is the time to commence 
this interesting study. Easily and quickly 


learned. Very interesting and profitable. 
Thousands of leading sportsmen are en- 
rolled in this school. 

S:nd TO-DAY for Catalog 


and full particulars FREE. 





The 
Northwestern School of Taxidermy, 


73 Commercial Nat. Bank, Omaha, Neb. 


No.! 


to the list there is now no art, 
science or industry, which may not 























TAXIDERMY 


BY MAIL 











No2 


be learned by mail. The man who 





COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGE! 





33 UNION SQUARE, N.Y. 









MATTER SENT TO MR. ETHRIDGE. 


framed up the advertisement 
marked No. 1 has probably had a 
course in a correspondence school 
of illustrating and designing. The 
illustration marked No. 2 gives the 
professor and his completed work 
a better showing, and emphasizes 
the real heading of the advertise- 
ment instead of partially hiding it 
away, as is done in the original 
advertisement, 
* * * 

The utilization of two quarter- 
page magazine advertisements, by 
the same advertiser, in the man- 
ner shown by the magazine page 
reproduced here is nothing new, 


ORANGEINE hate 


POWDER 





: 
rest 1905 


1695 


























as it has been done several times 
by various advertisers, The 
Orangeine people have done fairly 
well, certainly succeeding in get- 
ting a strong display. It is not 
their fault that in this particular 
instance the result is not much 
better. The strong black and 
white Vinol ad in the upper right- 
hand corner hurts the Orangeine 
advertisement very much. Prob- 
ably there is no good excuse for 
putting it there, and men respon- 
sible for the make-up of maga- 











PURE SRS OT EI 


Cotati 
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zines ought not to do such things. 
Anybody can see that it is bad 
judgment, but such instances can 
be found in nearly all the maga- 
zines. Most make-up men seem 
to have a perfect mania for put- 
ting heavy black and white ads 
opposite each other, and plain type 
ads opposite each other. A little 
forethought in such matters 
would help the appearance of the 
magazine and be a real service to 
the advertiser, 
* * * 

Speaking of black things here 
is a full page magazine advertise- 
ment advertising a book entitled 
“The Real New York,” which is 
considerably blacker than most 
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nothing ‘of the little portrait near 
the right center and the illustra- 
tion at the top. The illustration 
shows a young lady giving first 
aid to the injured to a correctly 
attired gentleman, and seven or 
eight other people — scattered 


around a spacious apartment. Ina 


al 
ea | 
re ies 





Sd 
‘ 


W 
u 
Not everyone appreciates music : but “a good 


Lat 
3 trick is appreciated by everybody. 
‘THE VAlUE OF THE 
PLEASING ART OF THE MAGICIAN 
AS AN ACCOMPLISHMENT. . 


The bast part of sayone's life ts ite pocial side, and It sbould 








The Book of the Day! 


THE REAL NEW YORK 


By RUPERT HUGHES Over 100 Drawings by HY. MAYER 


in Herald says: 
"st thal to boot worth sovlag te toe Gy hee 


The 
taiaieg pulse 





cellars. This is a case of sadly 
over-doing a good thing. This 
advertisement _in its original form 
was actually so black that it hurt 
the eyes, and the type matter 
seemed to blur and run together. 
This might be a good thing for 
an .oculist to use to test his pa- 
tients’ eyes, but as an advertise- 
ment it is bad. 
* * * 

The Ansbach Company teaches 
magic by mail, and has secured 
really magical results in the mag- 
azine advertisement reproduced 
here. There is enough reading 
matter in this advertisement to 
fill an eight-sheet poster, to say 








edistoo ie ress 
+ THE ANSBACH CO., Dept. 15, HILLSDALE, N. J. 
(The Ansbach Co. 1s incorporated under the laws of the State of 
New Fersey, with a capital of $§0,000, which 1s a guarantee of sti re 
sponsibility, and an institution well able, both financially and others 
A wise. to carey ont all its promises and pretensions.) J 














far corner a lady is playing a 
piano. This is truly a wonderful 
piece of construction, and a man 
who can do a piece of magic of 
this kind will have no difficulty 
in extracting a yoke of oxen from 
a silk hat. 


WHERE A SUBSTITUTE WOULD 
NOT HAVE ANSWERED. 


A man went into a downtown dru 
store recently and asked for a box o 
pills of a certain make. The salesman 
in ee it over casually mentioned 
that he had a pill that was much 
better. The man smiled. 

“IT guess you’re right,” said he, “‘but, 
really, the reason I’m getting these is 
that I want the ibox they come in,” 
and he showed the aluminum case to 
the clerk. “Put your pills in one of 
these and next time I may buy them,” 
he said. 

“That was somewhat unusual,” said 
the druggist afterward in discussi 
the incident, “although a man di 
come in one day and ask for a dollar 
bottle of a well known medicine. One 
of Puy suggested ‘something just as 

Or ’ 


“‘Not for me,’ said the man. ‘I 
never take medicine. Our firm wants 
that bottle to photograph for a cut for 
an advertisement. That’s ail.’”"—New 
York Sun, 
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The Advertiser, or the Agent, 


who is going to prepare lists and estimates 
for the Fall campaign will find Rowell’s 
. American Newspaper Directory for 1905 
a mighty handy, practical and economical 
assistant. Over 23,000 newspapers, 
magazines and periodicals revised to date. 
q If you estimate with Rowell’s Directory, 
you estimate on the safe side. Send in 
your order NOW. 4 Every advertising 
agent—every advertiser who spends as 
much as five hundred dollars a year in 
general advertising—every maker of ma- 
terial and supplies used in a publisher’s 
office—and every firm who has occasional 
use for a partial or a complete list of news- 


papers, class papers and magazines pub- 
lished in the United States or Canada— 


ought to buy a copy of this Directory. 
A descriptive booklet of the Directory 
will be mailed upon request. 








Cloth and gold; over 1,500 pages. $10 net cash, sent carriage 
paid upon receipt of price. 





(Recognized Advertising Agents and Book dealers are entitled to a trade 
discount of 15 per cent.) 


SEND ORDER AND MAKE CHECKS PAYABLE TO 


CHAS. J. ZINGG, Manager, 
The Printers’ Ink Publishing Company, 


so Spruce Street (up stairs), NEW YORK CITY. 





